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Guaranteed by a 
National Bank 


The circulation of the Muncie (IND.) 
STAR is guaranteed by the MERCHANTS’ 
NATIONAL BANK of Muncie, 

The paper invites investigation from 
all sources, and the bank will pay $1,000 to 


any one disproving its claims, which follow: 

Largest circulation of ANY Indiana 
morning paper. 

Largest Circulation of any Indiana Daily 
paper, one exception. 

Its guaranteed circulation for April, 
1903, was 26,732. 

The proof of its appreciation by adver- 
tisers is evidenced by the fact that in Feb- 
ruary last it carried a larger amount of 
advertising than ANy Indiana paper, 

Money talks ! 


The Muncie (ind.) Star 


THE LOGAN & COLE SPECIAL AGENCY, 
REPRESENTATIVES, 
Tribune Buildings, New York and Chicago. 
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Ro ay o's Amer — News r Directory tells the Be emery of 
America pap and tells Pit tr Be, It give s the present circulation 
as well 21 sof yea rs past, thus enabli a ie adv ertis er to deter 


min sy gine oh 





We have not been 
without a copy of the 
American Newspaper 
Directory sincewe have 
been users of advertis- 
ing space, and feel that 
we could not well get 


along without 1t—Scott 
ES Bowne, New York. 











The prce of the American Newspaper Directory is $10 net cash, all 


transportation charges prepaid. 


GEO. P. ROWELL & CO., Publishers, 
1o Spruce St., New York, 
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ENTERED AS SECOND-CLASS MATTER AT THE NEw York, N. Y., Post Orrick, JUNE 29, 1893, 


VoL. XLIII. 


THE BULL’S EYE GOLD 
MARKS IN  ROWELL’S 
NEWSPAPER DIRECTORY. 


A publisher virtually controls 
the circulation rating of his paper 
in the American Newspaper Di- 
rectory. The requirements are 
reasonable, and when a figure rat- 
ing is desired there is no difficulty 
in securing it. Furthermore, when 
a letter rating is accorded it is 
because the publisher has shown 
indifference or antagonism to the 
correct rating of his circulation. 

The gold marks (@@) of qual- 
ity, however, are accorded for rea- 
sons heyond ‘the control of the 
publisher, nor do they represent 
any favor on the part of the editor 
of the Directory. This symbol 
indicates that the paper bearing it 
has a peculiarly high standing 
with advertisers apart from its 
circulation, or as expressed by the 
editor of the Directory that “ad- 
vertisers value this paper more for 
the class and quality of its circula- 
tion than for the mere number of 
copies printed.” When this sym- 
bol (@@) appears in the descrip- 
tion of a periodical, therefore, it 
is really a distinction conferred by 
the advertising public. 

Out of 20,485 periodicals pub- 
lished in the United States in 
April, 1903, only eighty-seven bear 
the gold marks, and it is attached 
to only one of the 966 periodicals 
issued in the Dominion of Camada. 
The gold mark publications di- 
vide naturally into three groups— 
newspapers, of which there are 
forty-seven, class journals, repre- 
sented to the number of thirty- 
five, and magazines, numbering 
six. 

NEWSPAPERS. 

York Sun (morning) 
York Sun....... 

York Times.. 
York Times... 
York Herald... . 
Oe 
ee pee D 


New 
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No. 


Naw Work, . Tethem@ec 06s 000 css ctusen 
New York Evenin oe 
New York Journal of Comm 
New York Staats-Zeitung 
New York Staats-Zeitung - 
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CRED TRONS. 0 cin 5. Sticbeiicn cee 
Philadelphia Public Ledger......... Db 
Boston Evening Transcript.......... D 
Ee ere Db 
Buffalo Commercial...........ce.e0- b 
ne ree ee b 
Buffalo Illustrated Express.......... 5 
Cincinnati Enquirer............ccees D 
Cincinnati Enquirer..............++. S 
New Orleans Picayune.............-- D 
New Orleans Picayune.............. Ss 
Milwaukee Evening Wisconsin ooo 
Washington Star........... -D 
Louisville Courier-Journal. . :D 
Louisville Spares sourans “a = 
Providence = Fe aaton’ ..D 
we a ee ere Ss 
Indianapolis Journal...............+. D 
Indianapolis Journal..............+. Ss 
Be er ee ee D 
Springfield (Mass.) Republican...... D 
Springfield (Mass.) Republican....... S 
Charieeten News and Courier...... D 
Savannah Morning News............ D 
Dallas Morning News............... D 
CARER, . DUB fe 0k a0 orsecue ceed ove D 
Montgomery Advertiser............. D 
Lewiston —— JOURN. 2 50 3Ne Ce Db 
Sewistem JOUrmal. ooi.cssscivccsoces Ww 
Colorado Springs Mining Record..... D 
Petersburg (Va.) Index-Appeal...... D 
Petersburg (Va.) Index-Appeal...... WwW 
London (Ont.) Free Press........... D 


Applied to a newspaper, the gold 
symbol indicates a quality that 
comes from a select circulation 
among readers of more than aver- 
age intelligence and purchasing 
power. In only a few instances 
do the papers in the above list en- 
joy the largest circulation in their 
respective communities, while in a 
number of cases ‘they have the 
smallest circulation among such of 
their neighbors as are really influ- 
ential. Too large a circulation is 
a factor against the granting of 
the gold marks, for the list in- 
cludes only such papers as adver- 
tisers find it profitable to use irre- 
spective of quantity considera- 
tions. The greater number of 
these newspapers are what might 
be termed “old-fashioned.” Many 
of them are sold at a higher price 
than their immediate contempora- 
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ries. Each is a paper that has be- 
come famous and influential 
through the maintenance of high 
editorial standards. Most of them 
are of long establishment. Fully 
two-thirds are known nationally, 
and several are world-renowned. 
Geographically they are found 
chiefly in the large Eastern cities, 
which is natural in view of the 
older communities east of the Mis- 
sissippi River. It is safe to say 
that a paragraph of any nature in- 
serted in this list alone would 
come to the attention of the peo- 
ple who do the nation’s thinking, 
and that through no other list of 
periodicals whatsoever could a 
similar paragraph be brought to 
the attention of the same clientele. 

In New York City the gold 
marks are borne by the four daily 
papers most widely known in con- 
nection with the American me- 
tropolis and with the United States 
as a nation. Each was _ estab- 
lished in the first half -f the last 
century and has been made pow- 
erful by a great editor. Under 
subsequent management they have 
preserved their editorial tradi- 
tions and lost little or none of 
their prestige. The Sun has per- 
sonality above all American news- 
papers, and jits circulation most 
nearly approaches that of a high- 
rade monthly magazine in qual- 
ity. The Times has no compeer 
as an impartial, comprehensive 
newspaper, and as such represents 
the furthest zdvance of its partic- 
ular editorial idea. The Herald 
is founded on bed rock, and is 
an influence so great that few Am- 
erican newspapers can be classed 
with it in advertising value. The 
Tribune maintains the policy of 
Horace Greeley, and is still a jour- 
nal of national scope and prestige, 
despite the competition of new- 
comers. As a newspaper of the 
highest political and literarv stand- 
ards the Evening Post is unique, 
and can be compared to no other 
journal. It reaches a clientele all 
its own. _ The Journal of Com- 
merce is the oldest daily business 
newspaper in the United States, 
and an authoritv in the world of 
commerce. The Staats-Zeitung 


enjoys the distinction of being the 
only. foreign-language publication 
that bears the gold marks, and is 





influential in one of the largest 
communities of German-speaking 
citizens in this country. The 
Brooklyn Eagle is the journal most 
representative of a community 
larger than Philadelphia, and has 
achieved a national reputation in 
active competition with the great 
dailies of Manhattan. 

The Chicago Tribune is most 
representative of its city, and is 
the most comprehensive and sta- 
ble newspaper in a community of 
changing newspaper fortunes, as 
well as a great political influence. 
The Philadelphia Public Ledger is 
the oldest newspaper in the Quak- 
er City with one exception, and the 
dominant note editorially in a field 
plentifully supplied with newspa- 
pers. The Boston Evening Trans- 
cript might be called the quintes- 
sence of the quintessence of news- 

paperdom, and caters to the cult- 
eal clientele in the city of cul- 
ture. The Baltimore Sun has been 
called the most old-fashioned daily 
paper in the United States; editor- 
ially it is the Boston Transcript of 
the South, and wields the same in- 
fluence in its field. The Cincin- 
nati Enquirer, New Orleans Pica- 
yune and Louisville Courier-Jour- 
nal are so well known nationally 
that any informed person can tell 
the city of their publication when 
their names are mentioned. The 
Buffalo Commercial and Express 
furnish the only instance of a city 
outside of New York boasting two 
gold mark dailies, and the Sunday 
Illustrated Express is so distinct 
in its scope that it. practically 
counts as a third. The Washing- 
ton Star is the paper identified 
with the capital city, and is not 
only the most influential journal 
in its local field, but a national 
authority as well. The Hartford 
Courant is one of the oldest news- 
papers in the United States. The 
Providence Journal, Milwaukee 
Evening Wisconsin, Indianapolis 
Journal, Springfield Republican, 
Charleston News and Courier, 
Savannah Morning News, Mont- 
gomery Advertiser, Lewiston Jour- 
nal and Petersburg Index-Appeal 
fill territory in the great Eastern 
field of quality not covered by the 
dailies in the larger cities. Each 
is the paper in its community that 
stands for sane journalism and re- 
(Continued on page 6.) 
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Have you a friend in 


Kansas City? 
Ask him if he doesn’t read 


The Star 


in the evening and 


The Times 


in the morning. 





Combined circulation 
200,000 a day. 





The Kansas City Sunday Star. 
Circulation 115,000. 





The Kansas City Weekly 
STAR goes into Over 215,000 


Souci houses every week. 
ay 
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tains the support of the thinking 
readers of that community. The 
West is represented only by the 
Dallas Morning News and the 
Galveston News, both published bv 
the same corporation, and the Col- 


orado Springs Mining Record, 
which is not only the foremost 
authority in the great mining field 


of Colorado, but a reliable source 
of information for investors 
throughout the country. The 


Free Press, of London, Ont., is 
the only publication of any sort in 
Canada that has been accorded the 
distinction as a quality medium. 
In the cases where Sunday or 
weekly issues of these papers bear 
the gold marks it is because they 
have been judged to have a quality 
of circulation for those issues 
apart from that of the daily, and 
in bestowing the symbol these is- 
sues have practically been regard- 
ed as separate papers. This also 
accounts for the fact that the gold 
marks apply only to daily issues in 
the main, as Sunday circulation is 
usually of a different character. 
CLASS JOURNALS. 


Commercial Bulletin, Boston....... WwW 
Manufacturers’ Record, Baltimore...W 
Tradesman, Chattanooga.......... S-M 
Railroad Gazette, New York....... WwW 
Engineering and Min. J’l, Seu LS ats W 
Engineerin Magazine, New York...M 
Electrical eview, New ee WwW 
Street Railway Journal, New ‘York..W 
rem: ee, Mew. Worthen o< 00 cscseess WwW 


Am. Wool and Cotton Rep’r, Boston. .W 
Grain Dealers’ Journal, Chicago. .S-M 
Furniture Record, Grand Rapids....M 
Real Estate Record ., a4 Builders’ 
Guide, New York. 6. c6c00cccce 
Carriage Monthly, Philadelphia aig M 
Northwestern Miller, Minneapolis...W 
American Machinist, New York...... Ww 
Machinery, New York........++..-- 
Inland Printer, GE tcc ees M 
Bakers’ Helper, Chica 
Confectioners’ Journal, “Philadelphia. -M 
Boot and Shoe Recorder, Boston....W 
Shoe and Leather Gazette, St. Louis. 4 


Pharmaceutical Era, New York...... 

National Druggist, St. Louis....... Mt 
Dry Goods Economist, New York...W 
Apparel Gazette, Chicago Miderrsage * 
Hardware Dealers’ Mag., New York. -M 
Keystone, Philadelphia.............. 

Country Gentleman, Albanv...... w 


Hoard’s Dairyman, Ft. Atkinson, Wis.W 
American Thresherman, Madison, Wis.M 
Scientific American, New York...... WwW 
Clipper, New DM oo cocacelce sg Ww 
Vogue, New York...... Ce ee 
Pilot, 

In this division is included pub- 
lications that reach a restricted 
clientele, as against the more gen- 
eral circulation of the daily and 
the magazine. The list includes 


three agricultural journals, one re- 
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y United States from Maine to the 
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ligious weekly, a dramatic paper 
and a fashion journal, besides 
twenty-nine journals devoted to 
particular industries. The first 
fifteen papers in this list are chief- 
ly journals that reach manufactur- 
ers, wholesalers and those concern- 
ed with the administrative work 
of certain industries or fields of 
commerce. The next thirteen are 
journals that reach retailers and 
the men who carry on technical 
processes, as machinists, printers 
and the like. In some instances, 
of course, papers in both groups 
cover each field of endeavor. These 
twenty-nine papers represent 
American manufacturing rather 
thoroughly. Some important in- 
dustries are not represented among 
the gold mark publications, it is 
true, but several of these papers 
are so wide in their scope that their 
influence is felt all through the 
industrial world. As with the 
dailies, it is safe to say that a 
piece of information of importance 
to manufacturers and the commer- 
cial world gerferally inserted in 
this list would reach the busi- 
ness nien who do the thinking of 
the country, and the same clientele 
could be reached in no other way. 

The Commercial Bulletin, of 
Boston, the Manufacturers’ .Rec- 
ord of Baltimore and the Trades- 
man, of Chattanooga, form a trio 
of general commercial and indus- 
trial journals covering the Eastern 


Gulf of Mexico. The next six 
journals cover practically every 
corner of industrial activity in 
technical matters. The Rarlroad 
Gazette is most authoritative, both 
technically and as a journal of 
railroad news; the Engineering 
and Mining Journal is also a 
technical and news journal of 
world reputation; the Engineering 
Magazine is the Atlantic Month- 
ly of every progressive manufact- 
urer and engineer, publishing not 
only a great mass of original mat- 
ter of its own but classifying and 
indexing technical articles in. the 
mechanical press of the world; the 
Electrical Review was established 
in 1881, and is the oldest publica- 
tion in the electrical field, covering 
all sides of the industry; the 
Street Railway Journal is the au- 
thority in this immense industry ; 
(Continued on page 8.) 
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The American News- 
paper Directory for 


1903 accords 


The Minneapolis 








DAILY TRIBUNE 
TX 














a larger circulation 
than any other daily 
paper published in 
Minnesota. 














the Jron Age has grown with the 
American iron and steel industries, 
and is the. authority not only 
among iron men, but with the gen- 
eral press. Each of these papers 
has a splendid advertising patron- 
age. The American Wool and 
Cotton Reporter, Grain Dealers’ 
Journal, Furniture Record, Real 
Estate Record and_ Builders’ 
Guide, Carriage Monthly and 
Northwestern Miller are each most 
representative and authoritative in 
the industries indicated by their 
names, and each is conceded by ad- 
vertisers to be best in point of 
quality among many excellent con- 
temporaries. The American Ma- 
chinist is the journal in favor with 
working machinists, foremen and 
superintendents, and gives adver- 
tisers not only a high-grade circu- 
lation, but the services of a bureau 
that prepares advertising copy and 
illustrations; Machinery is a 
monthly of the same nature, claim- 
ing the largest circulation in its 
field in the world; both of these 
papers are praiseworthy for open- 
ness regarding circulation. The 
Inland Printer is the best typo- 
graphical publication in the world, 
and has been at the front of the ad- 
vance in the American printing art. 
The Bakers’ Helper and Confeéc- 
tioners’ Journal are most repre- 
sentative of twelve periodicals in 
this field, while of twenty-one pub- 
lications devoted to the shoe and 
leather trade the two that stand in 
highest favor with advertisers are 
the Boot and Shoe Recorder and 
the Shoe and Leather Gazette. The 
four last publications cover their 
industries largely from the stand- 
point of the retailer, helping him 
solve the problems of store man- 
agement as well as manufactur- 
ing. The same may be said of the 
Pharmaceutical Era and National 
Druggist, which have been select- 
ed for the gold marks out of thirty- 
one pharmaceutical journals. The 
Dry Goods Economist and Ap- 
parel Gazette are wholly retail = 
lications, depended upon for fore- 
casts of fashions and every sort 
of suggestion that will help mer- 
chants in these trades. The Hard- 
ware Dealers’ Magazine specializes 
the retail hardware field, which is 
treated in departments in many 
iron journals. The Keystone is 
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most representative among nine 
journals devoted to manufacturing 
and retail jewelers. 

The Country Gentleman is the 
Boston Transcript of the agricult- 
ural press, in its seventy-third year 
and the oldest agricultural paper 
in the world. Hoard’s Dairyman 
is the foremost publication in its 
special department. These two 
papers carry an exceptionally clean, 
reliable line of advertising. The 
American Thresherman is com- 
paratively a new publication to be 
represented in the quality list, dat- 
ing only from 1898, but is the lead- 
ing journal of four devoted to this 
subject, and reaches more than 75,- 
ooo farmers monthly, printing 100 
pages of excellent miscellany. 
The Scientific American is not only 
classable with the technical jour- 
nals in this list, but has a general 
circulation approaching that of the 
magazines; while it can be consist- 
ently placed in either of these clas- 
sifications it is also in a class all 
to itself, being the pioneer Ameri- 
can scientific journal and a publica- 
tion of immense scope and pres- 
tige. The New York Clipper is 
the most widely circulated and the 
oldest theatrical journal in the 
United States, and has virtually no 
competitor as an advertising me- 
dium for reaching certain depart- 
ments of the theatrical profession. 
Vogue is the standard guide to 
fashions for men and women, also 
in a class by itself. The Pilot is 
the one religious journal accorded 
the gold marks, and while funda- 
mentally a Roman Catholic publi- 
cation is best known as the organ 
of the Irishman in America, fam- 
ous for its decided opinions and its 
vigorous style. 


MAGAZINES. 
FN eee errr W 
Nation, New York.............-++: WwW 
CAERUTS, WOW TORR icc cccctcspoecces M 
Harpers Weekly, New York........ Ww 
Harper’s Bazaar, New York........M 
Harper’s Monthly, New York...... M 


Few magazines are represented 
in the gold mark list for the reason 
that general magazines and reviews 
of high editorial standards fre- 
quently carry but a few pages of 
advertising, while those of a more 
popular nature are so widely cir- 
culated as to be out of the gold 
mark class. In view of the limited 
number of general publications, 
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compared with newspapers and 
¢lass journals, perhaps six is an 
average as high as in the two pre- 
ceding classes. Life is the fore- 
most satirical periodicpl, valued 
by advertisers who wish to reach 
people who can see the point of a 
joke or a worthy advertising prop- 
osition; owing to the attention it 
has called to the automobile 
through antagonism it is particu- 
larly valued by those who adver- 
tise automobiles. The Nation is 
practically the weekly edition of 
the New York Evening Post, and 
one of the most sane and scholar- 
ly reviews of politics and affairs in 
the country. The Century and 
Harper’s Monthly are, the two 
most widely circulated of the high- 
grade general monthlies, and carry 
the greatest volume of advertising. 
Harper’s Bazaar is the oldest mag- 
azine in the United States devoted 
to women’s dress and the house- 
hold. Harper’s Weekly is the old- 
est weekly illustrated newspaper 
save one, and the publication in 
its field whose opinions carry 
greatest weight. 


The Directory editor states that 
it will not surprise him if every 
publisher who reads the above ar- 
ticle will assume to believe his pa- 
per entitled to the “gold marks” 
and that many will apply to have 
them accorded. In all cases, where 
an application is made, the pub- 
lisher is invited to make out his 
case as well as he can, specifying 
his reason for believing the quality 
of his circulation to be superior to 
that of a majority of his competi- 
tors. If he fails to make out a 
case (even although he may have 
come: very near it) the marks will 
not be accorded. The Directory 
editor does not find it advisable to 
enter into correspondence with a 
newspaper on the subject, because 
to refuse what is asked sometimes 
seems so wungracious. Without 
doubt there are not less than a 
hundred papers in the United 
States as much entitled to the dis- 
tinction of the “gold marks” as 
half of those to whom it is already 
accorded. The Directory editor is 
always glad to receive and consid- 
er claims. The applicant should 
bear in mind that a large circula- 
tion is not a factor to be consider- 
ed, but quite otherwise. The Chi- 
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cago News and Printers’ INK fail 
to obtain the distinction but it 
would be awarded to each without 
question were their circulations di- 
vided by two or three.—[EbiTor 
PRINTERS’ INK. 
+e - 
NOT THE SAME, 
Goin’ shoppin’, pears to me, 
Isn’t what it used ¢o be. 
Used to drive up to the store. 
Leave the team out by the door, 
Trade our truck for calico, 
Tea an’ sech; and off we'd go. 
Nowadays ye’re at a loss 
To pick out the real boss. 
They don’t stop to tell you jokes. 
Never saw sech dressed-up folks. 
An’ the goods that they display 
Fairly takes your breath away. 
Everything’s trimmed up so grand— 
Looks to me like fairyland. 
An’ the goods you kin procure— 
Garden tools and literatoor, 
Furniture with spindle legs. 
Turkish rugs an’ fresh-laid eggs. 
Everywhere you cast your eye 
There is things you’d like to buy. 
All tired out when night arrives, 
Couldn’t stop to save our lives. 
With the mornin’s earliest ray 
All on hand for_bargain ay 
Goin’ shoppin’! Gracious me 
*Tisn’t what it used to be. 
—Washington Star. 


———_+o+--— -— 
Tur “Ask the Man” remedy doesn’t 
relieve in case of indulgence in the 
wrong kind of advertising—eh Billy?— 

White’s Sayings. 


The Chicago 
Record-Herald 


prints 
considerably 
more than 
twice as much 


RESORT AND SCHOOL 
ADVERTISING 
as its 


next nearest 
competitor, 








The Record-Herald has the 
largest known morning and 
Sunday circulation in 
Chicago. 
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3 An advertiser is frequently at a 


loss to decide which paper to use 
in a distant field. 

He cannot make a mistake if he 
selects one that carries the adver- 


tisements and the indorsements of 


leading advertisers at the place of 


publication. 

Tue Catt’s strongest argument 
is its Jarge circulation in the homes, 
a fact claimed by the publisher and 
verified by patrons of its columns. 

In this issue of Printers’ Ink your 
attention is invited to a few interest- 


ing letters from advertisers about the 


San FranciscoCall 








WRITE FOR ADVERTISING RATES. 





ADVERTISING REPRESENTATIVES : 
STEPHEN B. SMITH C. GEO. KROGNESS 


30 TRIBUNE BUILDING, New YorK MARQUETTE BUILDING, CHICAGO 


: 





y, 
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“Over twenty-five years of continuous ad- 


vertising in the Call. High percentage of its 


big circulation in the homes.” 





-_ LONDON PARIS NEW YORK 





SAN Francisco. CAL May- 23, 1903, 


Dear Mr. Martin:- 


Over twenty-five vears of contimous ad- 


vertising in the CALL is the stronzest possible endorsement that we 
oan give you. For the past ten years you have had regularly double 
the space that we use in any other San Francisco publication, and we 
are confident that it pays. 

Were it not for the fact that the CALL has such a high 


percentage of its big circulation in the homes we could not find it 





profitable to patronize its columns so largely. _ 


Very truly yours, 
MOFFATT & Co.ducoworstes) 


Che San Francisco Call, 


60,000 Daily. 70,000 Sunday. 


IN THE HOMES. 


Write for advertising rates, 
JOHN D. SPRECKELS, Proprietor, 
W.S. LEAKE, Manager, San Francisco, Cal. 











STEPHEN B. SMITH, C. GEORGE KROGNESS, 
Advertising Representative, Advertising Representative, 


3° Tribune Bidg., New York. Marquette Bldg., Chicago, Il. 











“8 PRINTERS’ INK. 


« The best medium in 
San sip aaiadisa ay 





Jeporters of Telephone Clay 281 Pegs Hosiery, 
Ladies’ Underwear 
Notions, etc. 


 yagaiog 


Phelan Buliding, 816 Market and I O'Farrell Street 


San Paancisee, May -28y-1908e~ 





W. J. Martin Eeq. 
Business Manager The CALL. 
Dear Mr. Martin:- 

In response to your letter asking if I 
have had occasion to chenge my views heretofore expressed rezardinz 
the CALL as en advertising medium, I mst frankly say yes. Last fall f 
wrote you that I considered the CALL the best redium in San Francisod 





for advertising goods sought for by women. I am now confident in the 





Delief that the CALL is better than ever in that particular. 

The results I get from my large afs in the Sunday CALL (the 
only Sunday paper having my announcements) are gratifying in the highest 
décree. Accept my assurance that my limited store capacity is the 
nay bar to a larze increase of my present advertising order which now 
exceeds with you 60,000 lines anmially. 

Yours truly, 


Sp Goobry 


“Write Sor sdvertiaing rates. 


JOHN D. SPRECKELS, Proprietor, 
W. S. LEAKE, Manager, San Francisco, Cal. 
STEPHEN B. SMITH, C. GEORGE KROGNESS, 


Advertising Representative, Advertising Representative, 


30 Tribune Bidg., New York. Marquette Bldg., Chicago, Ill, 
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“ Reaching the patron- 


age of the homes.” 








SOLE MANUFACTURERS OF 





AWOMEN'S PERFECT SHOE 








Texepwone Main St 


PLE. 
€ haw Di aneisco May 23, 1903. 
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Dear Mr. Mertin:- 

Certainly the CALL deserves any endorse- 
ment I cen give as to its value as an advertising medium, It 
being strictly a family poper and most largely read by the 
class I am particularly desirous of reaching, I have contracted 
with you for the use of large space during this year. 

Were I not stronzly impressed with its value as a medium 





in reaching the patronage of the homes, the CALL would not have 





been selected for the purpose. 


Yours truly, 


Bat 





Write for advertising iates. 


JOHN D. SPRECKELS, Proprietor, 
W. S. LEAKE, Manager, San Francisco, Cal. 





STEPHEN B. SMITH, C. GEORGE KROGNESS, 
Advertising Representative, : Advertising Representative, 
30 Tribune Bldg., New York. Marquette Bldg., Chicago, Ill. 
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«In the homes the 





Call is strongest.” 






















Manurac Tuners and snancn svone 106 Sixtw Sracer PHONE PRIVATE EXCHANGE 686 
" 


Mlawks Byros., 


ST BET. TAYLOR & 





Mr. UW. J. Martin, 
Business Manazer. 
Dear Sit:- 

The best endorsement we can give you is 
that we ere so well satisfied with Call publicity we sre keeping it up 
to a larger extent than ever. The fact that we enlarged our already 
commodious quarters we attribute largely to the use of Printers Ink, 
and in no instence have we found it more remineretive then with the 
CALL. Our businedm mist have its widest publicity in the homes and 


that is where the CALL io strongesti 
Yours very truly, 6, 


Write for advertising rates. 
JOHN D. SPRECKELS, Proprietor, 
W.S. LEAKE, Manager, San Francisco, Cal. 











STEPHEN B. SMITH, C. GEORGE KROGNESS, 
Advertising Representative, ° Advertising Representative, 


jo Tribune Bldg., New York. Marquette Bldg., Chicago, Ill. 
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“The Call éédnd 


to none. 





PHONE Main S211 


10 THiro Street 
NEAR MARKET 


San Francisco 


AGENTS Union STAMPED 
SHOES 


We have no branch stores 
oragente 4 44 4 2 





B KATSCHINGA! Prornstton 


Sen Prancisco, May 23, 1903. 


Mr. W. J. Martin, 
Business \enazer. 
Dear Sir:- 

I welcome the cpportunity to exprese my orinion 
concerning the CALL as an edvertising mediuk, capecially for the trede 
with vomen. 

In ry business (shoes) I am able t> check quite escurstely 


the sources of returns and in doirg 60 find the TALL second to none in 





bringing trade of the very best class. I new use with you e helf 
colurn or over twice each week, My store is cromied with customers 
and I attritute a large measure of my euccese to the use of CALL space. 


Very truly yours, 
BYLEL 


“Lek PIC 2 lee 





Write for advertising rates. 
JOHN D. SPRECKELS, Proprietor, 
W. S. LEAKE, Manager, San Francisco, Cal. 


STEPHEN B. SMITH, C. GEORGE KROGNESS, 
Advertising Representative, ; Advertising Representative, 


zo Tribune Bldg., New York. Marquette Bldg., Chicago, Ill. 


Sn 
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WHY MINNEAPOLIS ? 


MINNEAPOLIS, the metropolis and industrial center of the great Northwest, 
has a population of nearly 250,000 peopie. It is the heart of the greatest wheat- 
producing and agricultural country in the world, and is the greatest commercial 
distributor for Minnesota, Iowa, Western Wisconsin, North and South Dakota, 
Montana and States farther west. 

MINNEAPOLIS leads all the Northwestern cities in manufacturing. Ac- 
cording to the 1900 census the manufacturing plants of this city had capital 
invested to the extent of $60,000,000.00, employed 28,000 wage earners and paid 
them $13,000,000.00, and turned out a product valued at $112,000,000.00. During the 
past t-o years these figures have greatly increased. 


WHY THE MINNEAPOLIS JOURNAL? 


The city of Minneapolis is one of homes, and these homes are occupied by an 
intelligent, progressive people. The favorite newspaper of this community—the 
paper that reaches the homes—is the MINNEAPOLIS JOURNAL. It has plicuie 
circulation than any other Minneapolis morning or evening newspaper. Itis a 
high-grade two-cent paper, not a vaudeville sheet coming out at all hours of the 
day, thereby duplicating its circulation, and with the bulk of its sales on the 
street, at one cent a copy. 

A house to house canvass now in progress in the city of Minneapolis shows 
that less than 10 per cent of the Minneapolis residences are reached by other 
morning andevening papers combined not covered by theJOURNAL. Ninety per 
cent of the purchasing classes of Minneapolis are reached by the Journal, with 
its circulation of over 59,000 daily. 

TO THE ADVERTISER—Minneapolis means money if he tells his story 
through the columns of the MINNEAPOLIS JOURNAL. 


M. LEE STARKE, 
Tribune Building, = Mgr. General Advertising. ethgee Datding, 








AN EXCEPTIONAL 
ADVERTISING MEDIUM 





RAND RAPIDS, MICH., is the best town throughout the Central States in 
which to introduce new proprietary or food products. This is due largely to 
the great and continued prosperity of its world renowned furniture factories. 

Another important factor is the business education of its people. The latter applies 

very closely to the advertising business. The time required to sella certain amount 

of goods depends upon the conditions and education of the customers. The educa- 
tion comes from the daily woot and the one important point of this market is 
its great educator—THE E NING PRESS, which is known to all 
prominent advertisers by the unique position it occupies in the advertising field. 

VENING PRESS has had a phenomenal growth. We have 
watched its circulation grow from 7,000 to the present 35,000 mark, and during this 
time we have used its columns for a varied class of advertising business. Further- 
more, we have yet to find an evening newspaper which, with a like appropriation, 
will sell as many goods in their particular field. It covers the territory more closely 
than any newspaper we know of in cities of 100,000 population or more. It circu- 
lates 20,000 papers in Grand Rapids, which is about one to every house, and with 
the rural and inter-urban routes, 15,000 subscribers have been added to the city cir- 
culation within a radius of 150 miles of Grand Rapids. We will gladly vouch for 
its circulation, its character and its value as an advertising medium. 


SHAW-TORREY CO., Ltd, 


THE EVENING PRESS. 
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THE BLACK MAN’S NEWSPAPERS. 


The American Newspaper Directory catalogues 154 publications issued 
in the interest of the Afro American—the American Negro. Of these, 119 
are weeklies, 21 appear monthly, 12 semi-weekly, 1 bi-weekly and 1 quarterly. 
Credit for circulation exceeding 1,000 copies is accorded to 25. A straight- 
forward circulation statement is furnished by only 6 of the 154. 











Below is a catalogue of the entire list, showing name, place of publica- 
tion, frequency of issue and circulation ratings. 


AFRO-AMERICAN (NEGRO). 


ALABAMA ............- Aldrich, Alabama Time-Piece ...........+0........0055 ‘TKL.’ 












Andalusia, Covington Dove ................ss0eeseees "KL." 
Athens, Primitive Messenger....... 

Birmingham, Truth................. ‘ 

Eufaula, People’s Advocate. ...........00csseeeeseeeees “1KL-' 
Greenville, Southeast Baptist........5.......ce0es0s00s “¢KL." 
Huntsville, Journal...............-++. onse ‘ “TRL.” 
Huntsville, Educator................... ...-Monthly “1K.” 


.. Weekly “IKL."" 


Mobile, Southern Watchman > 
...Weekly 










..Weekly 
.. Semi-m’ly “2K1-' 
...Weekly “iL.” 
eb RTO, DRO. ods cetedscocccvescesovsseeve ... Weekly “RL.” 




















Little Rock, American Guide........... seeeeceeeees Weekly = “WEL 
Montrose, Trumpet.................. *” - Weekly. 
CALIFORNIA.......... Oakland, Sunshine. ...........0ccceceeeececcsceeeesceees Weekly “wm” 


San Francisco, Western Outlook. ................0..+ Weekly “TkL." 
COLORADO............ Colorado Springs, Western Enterprise on 
Denver, Statesman, .......ccecscsccccccccscceves 
Pueblo, Tribune-Press... os 
DIST. OF COLUMBIA. Washington, Bee. .............ccsecesceceecctecesseeeeee 
Washington, Colored American. ..................<.++ 
Washington, Freeman's Headlight. 
VEDRIDA, 60006 50000000 Marianna, West Florida Bugall................ 
Marianna, West Florida Tribune....................++ 
Orlando, Florida Christian Recorder 
P la, Florida Sentinel ................. 
Winter Park, Advocate. ...................5. 
GEORGIA.............. Athens, Clipper ............... 
Atlanta, Benevolent Ensign 








Greensboro, Georgia Helping Hand ...,.......... -+-Monthly “it” 
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AFRO-AMERICAN (NEGRO)—Continued. 
GEORGIA .............. BOO, THOM, nave cccscedtcsvcasiccoceccscvetecsoccseeds 
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Wadley, Emancipator 
ILLINOIS...........+++- Chicago, Appeal..............++. 
Chicago, Broad Ax 
Chi Colored Citi 
Chicago, Conservator............... 
IE icnsne ttn escoveseveveeveonvndedeceddae 





East St. Louis, Advance Citizen.... 
ER HII, Sasser ccccocuvbivascsocscotocnenste 
Springfield, State Capital................ccecceeeeseees 
Upper Alton, Afro-American Revie 
INDIANA.........--00++ Indianapolis, Freeman. .............cececsseccceseeeees 
Indianapolis, Recorder......... 
Indianapolis, World............... 
INDIAN TERRITORY. Ardmore, Indian Territory Sun..... . 
rrr De Moines, Iowa State Bystander..................... 
KANSAS. ........+..00+8 Kansas City, American Citizen................seeeeees 






KENTUCKY............ Covington, Ethiopian Christian Advocate........... 
EE EY CIs wncedidccdocesenchccccccnsshbeces 
Hopkinsville, Major...............+. 
Hopkinsville, Colored Teacher 
Lexington, Standard................+.. 
Louisville, American Baptist............... soenegdeies 
Morgantown, Colored Free Baptist Standard 
Owensboro, Kentucky Reporter................. . 
LOUISIANA......... ..Shreeveport, Watchman .......... ..0...ceeceeeeeseees 
MARYLAND........... Baltimore, Afro-American Ledger.................... 
Pe, SEND WOUND bs oo ccc ccdivctncedsovecseves 
MASSACHUSETTS. ...Boston, AAVANCE, .........ccccccccccccccccccccccccccsces 

























MICHIGAN ............Detroit, InformeP..............seseceseees 
MINNESOTA... ....Minneapolis, Colored Citizen........ 
MISSISSIPPI.. - Biloxi, Gazette. ..... ......sccceeee 
Brandon, Free State..... 
Columbus, New Light 
Crystal Springs, Colored Visitor 
Greenville, Baptist Preachers’ Union ................ 
a I ccc ctlidercadesecediodosdectesnes 
Greenwood, Golden Rule................ccceceeeecseee 
Kosciusko, Preacher-Safeguard .................. ss 
I gts snepusibushettvnctctbedicssosceds 
Oxford, Enterprise................. 
VRE, SIIB ie i ccvs ccd cccccccscvccss 
Wee Vas GOI. ccccozsscciccccce 
Winona, College News...... bide 
MISSOURI ............- Kansas City, RisingSon.............. 
Macon, Missouri Messenger............ 
Macon, Western Christian Recorder a 
BR, SI, BIE scene cscdcedades occ wésocecsvevecces 
St. Louis, Argus-Clarion. ..............2..ccecceeccceees 
DeGain, TRGB 6 66. i iccidcscccessccs 
MONTANA. ...... 00.000 BR AOD is i isedd: ccedecc tees 
NEBRASKA Omaha, Enterprise................ 
Omaha, Progress................. . 
NEW JERSEY.........Atlantic City, Seaside News .... 
Paterson, New Jersey Herald.... 
Red Bank, Mail and Express.....................0s005 
NEW YORK............New York—Manhattan and Bronz, 











































NORTH CAROLINA .. 















aE ee y 
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AFRO-AMERICAN (NEGRO)—Continued. 

NORTH CAROLINA...Charlotte, Star of Ziun........ 
Concord, Industrial Herald..... 

Elbow, Christian Star............. 

Laurinburg, Scotland Times...... 

Lincolnton, Colored Industrial 

Littletown, True Reformer...... 

Raleigh, Baptist Sentinel....... 

Smithfield, Southern Weekly....... 

Thelma, People’s Friend........... ..... 

ee bicoeed Cincinnati, Rostrump...........+-..sseeeee 
Cleveland, Gazette.... 

Columbus, Standard.. ‘ 
PENNSYLVANIA...... Harrisburg, Howard’s Ameri 
ee Ga, Bien esedicepsvesepnccbigdecsacses 

Philadelphia, Christian Banner.................. 

Philadelphia, Christian Recorder................ 


























York, Zion Missionary Seer...............+++ ee 
SOUTH CAROLINA...Abbeville Court House, Christian’s Quiver...... 
Charleston, Messenger.... .........-seeeeeseceees ° y 
Charleston, Southern Reporter................ eeeeeee Weekly “KL.” 
Columbia, Southern Sun................cseeeceeceseeees Weekly 1,702 
Spartanburg, Piedment Indicator.................-.. Weekly 
TENNESSEE......... .-Fayetteville, Colored Cumberland Presbyterian....Weekly 
Jackson, Christian Index...............cccecceeceeeees Weekly 
Jackson, Lynk’s Magazine...........cecccceccceceesees 
Memphis, Colored Citizen.............. Seccvcces wotes 
TEXAG.......cccccsccccee Austin, Searchlight...... Sv SbeSebonnsesce cucsen oe 
Dallas, World Hustler. ............cccccscecsceeceeesees 
Fort Worth, American Signet..............s.sseeseses 
Fort Worth, Woman’s World.......... . 
Galveston, City Times................. 
WORSSSM, TRGSHSMGONE «..... cc cvccccedcscccccsesces on 
Ss Bho cesc cs cécccacesoceduesssesescseaben 
Wavaste, WUBI ic. occvcccccsccccccceseces 
Sealy, Southern Teacher... . 
Victoria, Guide............... 
Waco, Southern Herald................ 
PPTs ccc cccesesenseee Salt Lake City, Utah Plaindealer..... 
WERGEBEA oc. .ccvcvccese Lexington, Valley Reporter........... 
Richmond, Planet............. 
Richmond, Reformer ....... 
Richmond, Virginia Baptist. 
WEST VIRGINIA..... Martinsburg, Pioneer Press 
WISCONSIN............ Milwaukee, Advocate 
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Where the circulation rating is expressed in Arabic figures it is based 
upon a statement signed by the publisher or some one authorized to repre- 
sent him. Where expressed by letter it indicates that no satisfactory state- 
ment of the actual issues was obtained by the Directory editor upon which 
a rating in plain figures could be based. The meanings of the letter ratings 
are explained by the key given below: 
Exceeding twelve thousand five hundred, 
Exceeding seven thousand five hundred, - 
Exceeding fourthousand, - -_ - ; 
Exceeding twenty-two hundred and fifty, - : 
Exceeding one thousand, - - - «= - 
Less than one thousand - ° ° " * 
The average issue of the paper having the J K 1 rating is 

sup to be less than one thousand copies, which is 

the advertiser’s unit of value. 

When no circulation rating is given either by letter or figures it is because 
the publication is new and its circulation not yet upon an established basis. 
The circulation figures and ratings do not represent the actual issue of the 
paper to-day, or this month, but the average for a full year that had wholly 
passed before the Directory went to press. 


Bere 
= 
lol) 





BY GEORGE ETHRIDGE, 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


33 UNION SQUARE, N.Y. 


READERS OF FRINTERS' INK WILL RECEIVE, FREE OF CHARGE) 


CRITICISM OF COMMERCIAL ART 


MATTER SENT TO MR ETHRIDGE. 





According to the latest authen- 
tic statistics the indications are 
that by January 1, 1905, seventy 
per cent of the young men of this 
country will be full fledged grad- 
uates of some school of advertis- 
ing and have large diplomas print- 
ed in many colors hanging at the 
foot of their beds where they can 
see them when they first open their 
eyes in the morning. 

The .other 30 per cent will be 
alumni of the various schools of 
illustration, and all that an adver- 


fitting glove is not made than the 
“V. B."—the kid is of a fine, soft texture 
KR dutstrong. Youcoulda't get a better glove 












No.1 


tiser will have to do when he wants 
copy or illustrations is to go out 
in the street and grab the first 
young man he meets. 7 

When this happy time arrives, 
it is hoped that thecorrespondence 
school will turn its attention to the 
advertisers of the country andturn 
loose a course of lessons on the 
selection_of illustrations and de- 
signs. Choosing a pretty picture 
is easy. Choosing an appropriate 
and effective advertising illustra- 
tion is quite the contrary. Place 
before the average advertiser an 





elaborate, intricate and beautifully 
finished drawing and side by side 

ith it a rough and ready looking 
Sketch which is apparently made 
of six strokes and a daub, and the 
charming illustration will be un- 
hesitatingly chosen. Yet, when 
these two pictures are reduced and 
printed, the result is not at alll 
what was expected. There is no 
room to doubt but that the or- 
iginal picture shown in the Vogel 
Brothers’ advertisement _here- 
with was a beautiful piece of 





No.2 


work; yet, in the quarter page 
magazine space which this ad oc- 
cupied, it was hard to tell what 
the picture was about, unless you 
examine it very closely. It is prob- 
able that if the original of this 
picture had been placed side by 
side with the original drawing of 
No. 2, No. 1 would have been 
chosen on the instant by the inex- 
perienced. The results of the re- 
productions speak for themselves. 
These things are particularly im- 
portant from the point of the man 
who uses small spaces. 
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Circulation in Cleveland 


LEVELAND 
is the metrop- 
olis of Ohio. THE 




















aay 
Average circulation of the 5 
PLAIN DEALER for the 
Months of May, 1902 and 
1903 : 








MAY, 1902 
SUNDAY DAILY 


51,832 57,222. 


MAY, 1903 
SUNDAY DAILY 
59,299 65,502 


: Piain DEALER is its 

: leading paper. 
These Statements, 
Printed Repeatedly, 
Have Never Been 
Questioned. 

The circulation of The 
Sunday Plain Dealer is 
Cleveland Sunday paper 

and fifty per cent greater 
than that of all other 
Cleveland Sunday papers 


GAIN 
SUNDAY DAILY 


¢,467 8,280 


double that of any other 
combin 


The circulation of The 
Daily ‘Plain Dealer is 
double that of any other 


Cleveland Morning Paper. Every month shows an in- 


crease in 


Plain Dealer 
Circulation 


Circulation books always 
open to investigation. 


The circulation of The 
Plain Dealer exceeds that 
of any other newspaper b 
fift r cent I TH 
BES HOMES OF 
CLEVELAND. 








Cc. J. BILLSON, Mgr. Foreign Advertising Dept. 


’ Tribune Bildg., NEW YORK. Tribune Bidg., CHICAGO. 
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ARGUMENT AND AMUSE- 
MENT. 


There are two great leading me- 
thods in general advertising—that 
which convinces by argument and 





that which calls attention to goods” 


by novel devices. Each appears to 
be right when it fits the commodi- 
ty, though the latter method is con- 
stantly coming in for criticism. It 
is a dull month indeed when some 
exponent of the argument method 
does not rise to denounce Jim 
Dumps or the Omega geese. But 
each method is good for its par- 
ticular purpose. Certain commod- 
ities exploited through general ad- 
vertising require no argument to 
effect sales. “Force” costs fifteen 
cents a package everywhere. There 
are but few things that can be said 
about its flavor, convenience and 
digestibility. Actual practice has 
shown that the best method of ad- 
vertising for this commodity lies 
in the use of novelties that will 
impress its name upon the minds 
of the greatest number of people 
most quickly, and at the least ex- 
pense. The price is so low that 
anyone may try the cereal and be 
convinced by stronger arguments 
than it is possible to put into pic- 
tures or printed words. Detailed 
arguments would be unwieldy, and 
it would be necessary to repeat 
them more times to make as strong 
an impression. Jim Dumps catches 
on at once, becomes the synonym 
of “Force,” and sends the great 
American public to the grocer’s. 
Then, if the commodity be good. a 
steady demand is established. Sa- 
polio is a low-priced article re- 
quiring little argument, and is 
therefore advertised to the best ad- 
vantage by puns, pretty pictures 
and the people of Spotless Town. 
The Omega geese have the same 
advertising value, but in this cam- 
paign they are reinforced with de- 
tailed arguments in the newspa- 
pers. It must always be borne in 
mind, however, that the success of 
the amusement method depends 
altogether upon the commodity. 
The price must be low. the com- 
modity a simple one, and the qual- 
ity so good that first sales will es- 
tablish steady demand. The great 
mistake is made when short-sight- 
ed advertisers try to adapt such 
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quips and cranks to expensive, in- 


tricate commodities. The whole 
Dumps family could never induce 
readers to think seriously about 
typewriters or sewing machines, 
Oddities can be used in such cam- 
paigns, but the one great eternal 
basis must be hard-headed argu- 
ment and description. It may even 
be wise to leave the reader’s curi- 
osity unsatisfied regarding such a 
preparation as “Presto.” Interest 
him in the “Presto” family and he 
(or she, rather) will ‘buy .a trial 
package. The price is low, and 
does not enter into the question, 
even with the frugal-minded. Ar- 
gument would accomplish the same 
end, but more slowly and at great- 
er expense. But readers will not 
pay a dollar for a remedy or five 
dollars for a patent steam cooker 
unless they are first convinced by 
arguments. The expenditure is too 
large to run a risk of being dis- 
satisfied. Therefore, argumentive 
advertising is best for such com- 
modities. _Argumentive advertis- 
ing must not only sell goods, but 
assure readers that they will find 
them satisfactory. Where price is 
only a trifle and the commodity one 
requiring no lengthy explanation, 
however, the best results seem to 
be attained through a sensational 
way. of attracting attention and 
piquing curiosity. Each method is 
right and remunerative according 
to its uses. 


————_ ++ 





FOR. EXTERNAL USE. ONLY. 
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NoTse.— 


to know what he pays his hard cash 


tains the details of the publication’s charac 


Advertisements under this caption are accepted 
oumtie ng the 1903 issue of the American Newspaper 
that edition of the Directory a detailed circulation statement, dul 

These are generally regarded the 4 ~"eeeee who believe that an 


res denote the average issue for the 
‘ets denotes the page in = Semen 


from publishers By ~ 
Directory, Rave oe for 


y 8 ated. 
Pextioor | has a right 


ear indicated. The light-faced 
ewspaper Directory which con- 


Advertisements under this caption will nnd ‘be accepted from publications to which the 


American Newspaper Seety accords the sign (© ©), the so-called cones mar! 


denoting 
this classifica- 





superior excellence in Ponape A v = pen 
tion, if entitled as above, 


nts per line under a YEARLY “contract, $20.90 for a full 


year, 10 per cent discount if paid wholly in advance. 


ALABAMA. 
Birmingham, Birmingham News. Daily av- 
erage ter 1902, 18,488 (34); first four months 
1903, 15,998; April, 1903, 17,173 ; guara nteed. 
Birmingham, Ledger. di r. daily. Average for 
1902, 18,9860 (34). atz, Katz, Special Agent, N.Y. 
Mont ery» saver. havertiner Ge. 10%. 
902, guaranteed, da: "4 
£96 OO» ae Ly Teese Sunday 14,6 
ARIZONA. 


Phoenix, mw 4 Daily average for 1992, 
&, 820 (47). Logan & Cole Special Agency, N. 
CALIFORNIA. 


Morning Republican, daily. Average 
ox i902, 2,644 (67). Z. E. Katz, ; Special Agent, N. Y. 


@akiand, Tribune, daily. Ave’ for 19C2, 
9,952 (75). > Katz, :, Special Agent, lew York. 
San Fran 


isco, Argonaut, weekl 9 
gone 11858). E. Katz, ‘Special Age NY, 


an Francisco, Bulletin. R.A ste Av. 
on 1902, daily 49,159, Sunds Sunday 47,802 (80). 
San Francisco, Call, d’y and 8’y. J.D. Spreck- 
els. Av. for 198,dy 60,885, S’y 71,584 (80). 
COLORADO. 
PR ay a Post, daily. Post Printing and Pub- 
ishing Co. Average for 1902, 82,171 (97). 
CONNECTICUT. 
ford, Times, daily. W.O.Burr. Average 
on toon, 16,172 (ill). - 
New Haven, Palladium, daily. Ar ‘or 
1902, 5,500 (114). " B. Kat atz, ¥ Special Agent, N. ¢ A 
New Haven, Union. Av. for 192, d’y $5.ae8, 
S’y 8,825 (114). EZ. Katz, Special Agent, N. Y. 
New Lendon, Day, evg. Av. 1902, | a (i). 
First fou r months 190: 3, 8, SAP April, '03, 5,823, 
Norwich, Bulletin, weekly weekly. Bulletin Co., pub- 
lishers. Average for 1902, 4,659 (115). 
DISTRICT OF COLUEEETA. 
Washington |v. Star, shi748 
paper Co. Average for 1902, & 1902, a8 748 eo i 
National Tribune, weekly. weekly. McElroy &Shoppell 
Average for 1902, 104,59 (123). 
FLORIDA. 
Jacksonville, Metropolis, dai! Ave for 
1902. 7,018 (128). Ez. Katz, Special ‘Agent, .¥. 
Pensacola, Journal, daily, every morning ex- 
cept Monday. Average for ipo, 2,441 ( 131). 
ILLINOIS. 

PR, Citizen, week Citizen Co. Year end 
ng Dec., 1902, no issue less th less than 1,000 ne 
Chie Baker.’ ” Helper, r, monthly. 

Clissold. verage for 1902, 4,050 ( 0) ar. 


Chicago, Breeders rs’ Gazette, stoc k farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60, 052 
(167). Average first 15 weeks, 19, 66,416, 

vegies . Grain Dealers J: ealers Journal, s.-mo. 
ournal. Av. for 1902, Vitis eo) a7), 


° ry Irrigation . H. An- 
derso >. Average for 1902" oats Ca). 





Chicago, Live Stock Report, weekly. John 
Clay, Jr. Average for aa, ya (71). For 
the jirst | three months of 1903, 17,460, 


New Tho 


Chicago, nought. m "month , Hc. a year. 
=, Ww Vhecler Wilco M4 


x verage year end- 

ing January, 1908, 2 ‘t6.a89 Tiss) Since January, 

- Ne ae over gowns monthly. 
esas vw Average for 1902, 


aay peaed. Sunday 171,816 (166). 
ay ten Tribune, daily daily Tribune Co. In 1902, 


INBEANA. 
Evaneville, Jou ews. Av. for ay ‘ 
11,910, S’y fibos ae (ud). E. Katz, Sp. Agt., N. 
Goshen, Cooking Club, month], pe nieie™ 
1902, 25,501 (i a 4 persistent medium, ~ 
housewives beep every tooke fe wr ae oe 


Ch 
yA ©@ 


Munele, wo 
endi.g Feb. oes. 'y 21,468 21.468, 5 sy 16.585. te. 


Prineeton, Clarion-News, ¢ Pub- 
lishing Co. Average for 1902, 1, 
IOWA. 


Hawk-Eye, dai’ J. L. Waite. 
fr 1902, 6,818" kt), ay: 


Des Moines. Cosmopolitan Osteopa' 
ly. Still College. aoe for 1902, Pe aes i wt). 


Des Moines, N Des Moines News 
Co. Average for 1902. 87, oh ge 


Sheldon, Sun, d’y ‘yand w’ w'ly Carson. 
Average for 1902, d’y 486, wi aca ‘(o2). 

Sh d ly. Sentinel 
Publishing Co. » Average for tor 1902, 28081 p= ng 
Py ft cen, Six. rote Over 19, 

.. Average for . f 
daily gua: re: steed Sor. 903. Ranke jiret serps 
in tts ts wide field tn the Northwest. 

KANSAS. 
Atehiaon, Globe, daily. E. W. Howe. 
irculation 


). 
ers to prove 5,200 dail ci ‘or 1903, or 
Ss receipt any advertisin: ng bill. f 


Hutchinson, News, d’y and w' 
issue less than Jo %; 


. Clarion 
(264). 


Burlin 
Average fo: 


bh. Senti. 





1902, no 1,920 (346), E. Fe aS Y” 
Wiehita, Eagle, d’y and w'y. Av. 1902, d’y 16,- 
781, w'y 6.674 98). Beckwith, N. 34 


KENTUCKY. 
pane rt, Breckenri S ea » de 
Babbage. Average for I 2,248 (308 4 
Leader. av. tor 1908 d’y 8,788 
Lertagten a Sy 4.008 (Si. E Kats, BAe s N. ¥. 
LOUISIANA. 
New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In 1902 no issue less than 3,000 (387). 
MAINE. 
Augusta, Kennebec Journal, d’y and w’y. 
averare d’y, 1902, 4,719, w’y iss (381). 
Bangor, MP a mea a Pa w’y. J.P. Bass& 
Co. Average d’y for 1902 7. 1902 7,846, ye nigy sien 
Lewiston, Evening Journs Jouraal, ¢ iy 
for 1902, 6,640 (©), weekly weekly 15, oo) ») G0). 


Phillips, Maine Woods, we weekly. J. W. Brack- 
ett. Average for 1902, 5,416 6 vt. 
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MARYLAND. 
Baltimere, Farmers’ and Planters’ Guide, 
m'ly. Geo. O. Gover. Av. to Ay. tor 1902, 18,827 (403): 


Baltimore, News, daily. Eveni pews Pub- 
lishing Co. Average I ‘41,588 (02 


MASSACHUSETTS. 
PR ay Evening Lente pone ) (412) Boston's 
ty Larges ~~ week-day adv. 


gene 
Daily, pen fanaa 376,206 (412-413). 


in ak ~— | afternoon 
olan forest? price, = 
Post, dail Average for 1902, 174,178 (413). 
Largest p. . th. oF a.m. sale tn sale in New En ngland, ( 
East Northfield, Record of Christian Work 
mo. Av.for yr. end’ i’g March March. 1903, 20,541 (425). 
Lawrence, Telegram, dai Tel Pub- 
lishing Co. Average for 1902, for Fram, deity, Tele ). 
Sal Little Folks, mo. Boe. 8. E. 
=.” Average for tbo, ti O50 tase 
8 rman 14, Good Housel keeping, mo. Avg. 
tor ime, 108, 666 (436). For year end, April, 
119,000, ‘All advertisemen ts guaranteed. 
“we reester, Evening Post, daily. Worcester 
Post Co. Average for 1902, 10, ‘439. 


SECECAR. 
W.Grandon. Av. 


or meister an). "Av. * v- firat é mths. in 1903,3,550, 
Detroit, Times, daily. Det Detroit Times Co. Av- 
erage for 1902, 2T,65F (450). (450). 
Grand Rapids, Herald, 


Froene D. 
Conger. Average for 1902, oF 1902, 20, STA 


w, Evening News, daily. acing for 
oon 848 Gi). First five months 1903, 10.55!.. 
MINNESOTA. 


Minneapoli«, Farmer’s Tribune, twice-a-week. 
W. J. Murphy, pub. Av. for 1902, ‘74,7 14 (490). 
Minneapolis, Journal, dai aa Journal Print- 
ing Co. For 1902, 54,628 (496 
Minneapolis, N. W. Agrict Tevicultarist, 8.-mo. Feb., 
1903, 78,168 ( (ite). 75,000 quar’d, 35c.aga: te line. 
Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 
enon lis, Svenska Amerikanska Posten, 
wan J. Turnblad, publisher. Average 
Yor. b, 47,075 Cc ie 
Minneapolia, Tribune, dail 
publisher. A Average for 1902, for 1902, 66 
° Minneapolia Tribune, Sun Sun 
publisher. Average for 1902, 5: 
St. Paul, ies 
for “a 80,619 ¢ 


W.J. Murphy, 
872 496). 


W.J. Murphy, 
850 i). 


ety. B. D. Butler. Average 

age 1002, 5:20 uo aa ge past 8’ months, 407. 
MISSOURI. 

oh ns Age ewer Ponig 4, A for a 9,414 

ton non alte & 1876, week 161,109 oa 


Kansas City, Weekly Implement Trade J’rn’l. 
Av. ‘hug, 1902-9, 187 . Av. 5 mos. 1903, ame 
Kansas City, W' orld, dail World Publish- 
ing Co. Average for 1902, rie, 68,978 (642). 
&t. Joseph, Medica] Herald, month'y. 
Herald Co. Average for 1902, for 1902, 7.4% ( 


St. iy“ Rvert 300 8. 7th St, ¥ St,. ‘oat an Fruit Grows 
er, ay. ver. for a tof 557). Rate t6e. 
per line As guaran fone 


and prong 


paoGiens 





for 1902, 908,888. 
fer 5 months i 





St. Louis, Medical Brief,mo. J. J. La 
A.M.,M.D., and pub. Av. for 1902, 88,008 (663) (663). 


St. Louis, The Woman’s M ne, monthly. 
Women and home, Lewis Pub. wb an aver- 





in 1903, on 116,700, 
* OVER” one million cop 





gaa, 


issue circul of one pa 
MONTANA. 
rant: Inter-Mountain, Inter-Mountain 
‘ublishing Co. Average’ for 190 , 10,101 (673). 
NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, . Av. 
1008, 181; 11 t4a (000). Av. for year end. April 2, 


Lincoln Freie Presse, wy. wy. Av. 1902, 182,107 
(690). Av. Jor year end, end, April 30, "03, 144,554, 


Omaha, News, daily. Dail awe Publishing 
Co, "Average for 192, 82,27? (at 


NEW HAMPSHIRE. 


Manehester, News, daily. Herb. N. Davison. 
Average for 1902, 7,500 
rig AE SPREE, soon 
cime mes, wee! 8. ‘oster. Ave 
for 1902, 2,085, (616). 
Jersey Cit — Journal, daily. Evening 
Journal Assos i verage for for 1902, 1 +582 (619). 


pee Market, PR Guide, mo. cod 


Day, publisher. Average for 1902, 5,041 ( 
NEW YORK. 
Albany, Journal, evening. Journal Co. Av- 


erage 1902) 16,109 ‘sh; (634); present, 18,397. 
Albany Times-Union, ever ev eveni Establ. 
1856. Average for 1902, w2, BO, 2DA (635 ‘J 
Binghamton, Eveuing Het Herald, an Evening 
Herault Go Co. Average for 1902, 10,891 (638). 
atele Courier, morning ; Enquirer, even- 
nners. Average for 1902, morn- 
im 48,818, evening 80,44 80,401 (641). 

Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
Guaranteed by affidavit or per t or personal in Investigation, 
Ithaea, News, daily. Ithaca Publishing Co. 

Average for 1902, 8,1 116 (658). 
we h, News, dy. Av. for 1902, ,oaee (666). 
eratesd bp aged vil or or personal in’ 


vestigation. 
fy York —. 
American Machinist, w 


(Also European ed.) Av. 1902 bat a oY OO un (610), 


Amerikanische Schweizer Zeitung, w'y. Swiss 
Pub. Co.,62 Trinity pl. Av. for 1902, 15,000 (671). 
ay Magazine, eee ls Automobile 
Average for 1902; r 1902, 8,750 )- 
Caterer, monthly. Caterer Gooer Fu . Co, (Hotels, 
Clubs, and h-c Rest.). hn for year 
ending with August, 1902, p 1902, 6,888 i 


Cheerful Moments, month ag ay . W. Willis 
Publishing Co. Average for 1902, 208,888 (687). 


Clipper. weekl Pub. Co., Ltd. 
Average for ine 26,844 ( iOO)e (673). 


The Iron Age, weekly, setae’ A ( P® 
eration the 





core ). «ar For m more than a gen 
ng ication in the hardware, iron, lies 
aud metal t 
Printers’ Ink awarded a sterlin Goer. Sugar 
Bowl to the I: aes as. as follows 
woarded N Novem 
A printers’ Ink, the ihe istic 
“ Schoolmaster in the A 
“ Advertising, to The Ii "0a. 
bid @ canvass- 
aper oO merits extending over 
ne: 4 ten — —_ 
paper in 
“ « Owlted United Staten of merton that taken ail im alt 
- it conttucncy tig best service and best 
or 7 





serves pny 
“tion witha vepeoified clase.” 
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Electrical Review, weekly. Electrical Review 
Pub. Co. mig for 1902, for 1902, 6,212 (08) ior 
rnal, week 
pat i Bee areas arin te bON te (©) (674). 


Sie Forward Association. Aver- 
od for "for 1908, 81,709 (667). 

Police Chronicle, weekly. Police Chronicle 
Pub. Co, Average for 1902, 8,650 (679). 

Printers’ ye — for advertis- 
as ls per Rowell & Co. Est. 
1888. Average or "igen, 18,987 (679). 

ine New York Tim ei. Adoiph 8. Ochs, 

a 1902 A (@ ©) (669). . 
r, Case and Comr Scamnont, mo. Law. Av. 
r tues $0,000 (715) ; 4 a ay 30,136, 
avenge tor 108, 9, 9,097 oor). Taare pete 
Average for verage ree 
pa age Ferg = 1908, 10,556, 

Utiea, Ni onal Electrical Contractor, mo. 
Average ona oe 2, BHR (723). (723), 

Utiea, Prom, daily, Otto | Otto A. Meyer, publisher. 
Average for 1902, 1 b, 618 (723). —— 

Py oe” Western New Yorker, pestee. Levi 

A. Cass, publisher. Average f for 1902, 8,468 .724). 

Whitehall, Carentsio, nicle, weekly. Inglee & Tefft 

Average for 1902, 4,182 (726). 


NORTH DAKOTA. | 
Grand Forks, Normanden, week! 
den Pub. Co. Average for 198, 4,8 Seo Gre a4). 


OHIO. 
Ashtabula, Amerikan San: w 
wards. Average for rT 1902, 8,5 8,558 (7! kid 


Cinet #1, Pho onographic mo. 
Phonog. Institute Co. “Av. Fror 1902, to, o 10% (es. 


Cincinnati, Trade Review, rte —_—- 
Highlands. Av. for 1902, 2,584 


Dayton, News, iaily. News a Co. 
Average for 12, 16,580 (773). 


OREGON. 
ean Washington Advocate, mo. puaee 
ashington, — oe = Avg. for 1902, 6,040 (826, 


PENNSYLVANIA. 


Erte 7 mes, di Average for fm 80,845 
(843) Katz, te, Spesial agent Agent, New Yi 


Patedelphe. Cger. 
Chambers. 


*y. Aug.Ed- 





ai Vv. 
erage for © for 1002, 4 7 871). 


parent ala The Evening Bulletin, D. ex. 8. 


rage for ! p 489 (864). Copies 

duty met net Fett corage I iat four mouths of 

“jn Philadel PMladel ie ops wide Ronis The 
in.’ 


i Farm arm Journal, monthly. Wil- 
mer sf an publi ishers rs. verage 
for x. %. 528,12 a. Trae ie says: 

interests of the United. State, and is the best 
medium for reaching g rural people. 


A a Public Lad r, daily. Adolph 

sher. (@ ©) (86 
were ninaasl cm 7y, 4 
st. Average for py sti ). 


beds amas moa daily. Wm. H. Seif, pres, 
Average tor ‘1902, 59,571 (87 (ere). 


West Chester, Local Ne w. 
pr a for 1902, “15.086 890). 
daily. D A Publishi 
ox Se -4-y i902, on Fi 801 Average for 
May, 1903, 8,372, 
Pema nny ISLAND. 


sunday a3 AO Ts aivening Bulletin rae = 





_OUrTa CAROLINA. 
PR etre Go, + lay 
v or are ‘or 
i.| average fori Nip ty Ao 


TENNESSEE. 


~wville, Sentinel, daily. Sn 
%, For (925). “suerage Bret four four months 198, 9,075" 
Mem phie, Cramnccstet 2 » Sunday 
and week] : 2 i ly 27, Sun. 
“a oe weekly 74,818 z (987). 
. Av. for year ending 


Feb bin gots ae for A ees tse 


medal Christian A 


&Smith. Average for 1908 ery, em 


Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average ere 1,000 (944). 


Denton, Denton Co. Record and Chronicle, 
w’y. W.C. Edwards. Av. for 1902, 2,744 (945). 


El P Herald. dail Average fi 
8,245 (6), E. Katz, ‘Special Agent. New ovonk” 


Paria, Advocate, N. Furey, 
192" + RH, 2 May, 193, Os 1,38 a 
mony 
peer mn, eekiy 
Frank kK. Howe. Avereae — 1908, 1,96 966 Ww), 
- VIRGINIA. 
rfolk . J. M. Thom: 5 
mF 5,098 (985). = 
WASHINGTON. 
k Saturday a Frank 
P --. aa “ woh Bet 5.886 (90 or 
News dal. Dally New ous = 
wEsT VIBGINIA. 
R >» Ham 
on ‘AY cragetor 1908 =-4. ag ae. 





Taeo 
Co. Av. "9 





Wheeling, News, «7 ont ws Pub. Co. 
Average for 1902, dy one, 3 y; s'ses (1011). 
WISCONSIN. 


Madison, oe Amerika Pub- 
lishing Co. A lor 1902, 9, 496 (1026). 
witeaates. Evening Wisc 
Wisconsin Co. Av. "tor 1908, 20,7 20,748 (OW) os, 
aE a Journal Co., pub. 
—y eg (1089). May, 33 244. 
prec aty daily. Av. for 1902, 
soos Keak, Nort First 4 mos. 1903, 6,270, 
Rael Journal, di Journal Prin’ Co, 
Avesaeier 1902, LBP als = 
w’y. 4 for 1902, 
eTST8 i Tora 4 edg. Apr. 9, 1903, 28,380, 
Wau py Post Publishing Co. 
Average for Lapest 1044). 
BRITISH COL 
Vancouver, Province, . C, Nichol, 
publisher. ys ane for rio, ost (1051). 
Victeria, Col daily. Colonist P. & P. Co. 
Average for 1902, eS ta (1061), 


MANITOBA, CAN. 


H. tor won » oeaie Weabty 10 10,604 do dos). 
wova A SCOTIA. CAN. 
Maier, Recah Pisa Patt ca 
QUEBEO, CAN. 


079, “ay 1ei ais M18 (ions). 
"08, dy av. 55,147, wy 122,187, 


Average for 


Montreal, Star, 
Sia mo's Ay May 31 ay 55, San 
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A JOURNAL FOR ADVERTISERS, 
ta Issued every Wednesday. Ten cents a 
yy. Subscription poem, five dollars a year, in 
odvance Six dollars hundred. Nu back 
a rinted f lates, it is al s- 
P rom ways po 
— soon on anew edition ot five undred ang 
ies for or ne num at the same rate 
blishers desiring to subscribe for PRINT- 
eks’ INK for the ae of advg. ms may, on 
application, obtain special confident al terms. 
A if any person a has not pai: for it is re- 
cei PRINTERS’ INK it is because some one has 
pao Fa in hisname. Every r is stopped 
at the expiration of the time paid for. 





OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hiil,E.C 


NEW YORK, JUNE 24, 1903. 


Sow the seed between times— 
reap the harvest during busy times, 











THE Chicago Tribune has engag- 
ed John T. McCutcheon, the well- 
known cartoonist of the Record- 
Hcrald, for three years at a yearly 
salary ‘of $20,000. His work will 
begin to appear in the Tribune 
July 1. 





In writing ads do not presume 
that the public know this or that 
about the article advertised. It 
would be a great deal better to go 
on the theory that the people gen- 
erally know nothing about the ar- 
ticle you advertise. 


A HEALTH-Foop company in Ohio 
has just lost a suit brought by a 
retailer in Germany who demanded 
$500 damages because of the “lese 
majesty,” according to the San 
Francisco Chronicle. In the pic- 
tures put on cartons sent to the 
plaintiff the nose of the Empress 
of Germany was so blurred that 
it appeared to be missing. The 
retailer alleged that the damage to 
the Empress’ nose made it impos- 
sible for him to sell the goods. 





“ABOUT Advertisers, Advertising 
and Agents” is a general booklet 
for Frederick E. Potter, the Lon- 
don agent with offices at 56 Lud- 
gate Hill. In addition to remarks 
upon copy, media, illustrations and 
the other conventional details of 
advertising, it gives half-tone views 
of this agency’s various depart- 
ments. There is also a short paper 
on methods, written by Mr. Potter. 
The printing is excellent for Lon- 
don, and shows that the one-face- 
of-type is prevailing in England. 





AccorDING to Rowell’s American 
Newspaper Dircctory for 1903 the 
actual circulation of Frank Leslie’s 
Popular Monthly for the year 1902 
was 204,621. The issues for No- 

vember and December, 1902, ex- 
ceeded 250,000. 


A neat folder from Stokes 
Brothers, 6723 Musgrove street, 
Philadelphia, dwells upon the skill 
needed in small carpentering jobs 
about the house, and speaks a good 
word for the firm’s facilities in this 
work. It is a convincing piece of 
literature on a new subject, as car- 
penters have heretofore done very 
little advertising. 


N. W. AYER & Son, General Ad- 
vertising Agents, Philadelphia, 
signed leases on Saturday, June 
13th. for branch offices in the Flat 
Iron Building, Broadway and 23rd 
street. Mr. A. Frank Richardson 
was the first General Advertising 
Agent to take offices in the Flat 
Iron Building and N. W. Ayer & 
Son were the second. Richardson 
is a pace maker. 


AN interesting article in the 
Philadelphia Saturday Evening 
Post, issue of June 13th, entitled 
“Brokerage as a business for young 
men,” says: 


Nothing will take the place of a reg- 
ular and careful reading of one or more 
of the ablest financial journals of tne 
day. The ambitious young broker will 
do well to read closely the Commercial 
and Financial Chronicle, of New York, 
and the Economist, of Chicago. For a 
view of the foreign market the London 
Statist is to be commended. These jour- 
nals are very sound and reliable, and 
will greatly assist in the education of 
the young broker. 





THE Indianapolis newspaper field 
is augmented by a new daily, the 
Morning Star, published by George 
F. McCulloch. The newcomer is 
one of a league of three Indiana 
dailies comprising the Muncie 
Morning Star and the Terre Haute 
Star, the latter being the new name 
of the Terre Haute Express, which 
has been purchased from W. R. 
and Frank McKeen. The three 
dailies will be independent, and in 
their operation G. A. McClellan 
will be general business manager, 
Earl Martin general editorial man- 
ager and Ira D. Lambertson man- 
ager of circulation. 
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THERE is no other investment 
open to the man in business that 
holds forth such promising pros- 
pects for profitable returns as that 
of good advertising. 


A very clever imitation of a 
written letter is sent out in con- 
nection with a recent statement 
of the Northern Trust Company, 
Chicago. While calculated to de- 
ceive the most experienced the con- 
tents of the letter itself are calcu- 
lated to remove any resentment 
that may arise in a reader’s mind 
if he discovers the deception. 


_ THERE are about 275 newspapers pub- 
lished in South Dakota. Out of this 
number there are omly about twenty hav- 
ing a circulation of 1,000 copies or over. 
Of these there are about only a dozen 
with a circulation of 1,200 or over. 
There are scores of papers with not over 
250 circulation, and only comparativelv 
few reaching 500, while those with 
circulations from 500 to 1,000 are still 
less.—Milbank, So, Dak., Grant County 
Review. 

Printers’ INK is informed, on 
good authority, that there are as 
many as 4,000 newspapers in the 
United States that do not print 
regular editions of more than four 
quires, ninety-six copies. It is the 
legal advertising and a job office 
that make these papers possible. 

ee 


WirtH the October, 1903, issue 
of the Woman’s Magazine, St. 
Louis, a new rate card becomes 
operative. Display advertisements 
are to be six dollars per agate line, 
each insertion. No contracts will 
be accepted at the present rate to 
extend beyond the September is- 
sue. In regard to the periodical’s 
circulation the new rate card con- 
tains the following interesting in- 
formation: 


The Woman’s Magazine has the larg- 
est circulation of any publication of_anv 
class or kind published anywhere. It is 
the only publication of any kind or 
class published anywhere that has a 
proven every issue circulation exceed- 
ing one million five hundred thousand 


(1,500,000) copies. As a matter of ab- . 


sclute fact, this is a considerably larger 
proven circulation than any other “one” 
publication even claims. All advertise- 
ments sent the Woman’s’ Magazine are 
accepted with the distinct and unequiv- 
ocal guarantee that its circulation ex- 
ceeds 1,500 copies—full count—every 
issue, and that its publishers voluntar- 
ily prove it every issue. All advertisers 
and advertising agents are requested to 
make this a condition of contract when 
sending us an order to insert advertis- 
ing. 


ALTHOUGH the Sunday newspa- 
per is to-day the most popular ad- 
vertising medium it is only the 
Sunday issue of a daily that stands 
on the pinnacle of favor. Why this 
should be so, why the purely Sun- 
day paper, with no daily attach- 
ment, should be less highly thought 
of by advertisers is a fact that it 
is not easy to explain. 


THE problem of modern exist- 
ence, with its fierce competition, 
appeared to be settled when a Chi- 
cago mail order concern offered to 
dress any “gent” from head to toe 
for a ten-dollar bill. And the fact 
that the advertising has run more 
than a year now is evidence that 
the problem has been simplified for 
some fortunate gents somewhere. 
Now comes the John M. Smythe 
Co., the Chicago mail order house, 
with an offer to clothe a man 
“complete” with sack suit, shoes, 
hose, hat, shirt, collars, cuffs, tie, 
silk handkerchief and “galluses,” 
all for six-ninety-five. Yet those 
here be who murmur at the price 
of porterhouse steak. 





“RESTFUL Recreation Resorts of 
the Pacific Northwest” is the latest 
production of Rinaldo M. Hall, ad- 
vertising agent of the Oregon 
Railroad & Navigation Co., Port- 
land. Pocket size and beautifully 
illustrated, its forty-eight pages 
contain condensed, informing itin- 
eraries of trips along the Colum- 
bia River above and below Port- 
land, with an extensive tour along 
the coast north of the river. Two 
excellent maps carry out the de- 
scriptions, which are entirely free 
from the rhetorical and high-falu- 
tin. Another fine summer vaca- 
tion brochure comes from. the 
passenger department of the Great 
Northern Railway at St. Paul—the 
sixth edition of the handbook, 
“Shooting and Fishing Along the 
Line of the Great Northern.” Its 
140 pages give detailed information 
about the immense lake region of 
Minnesota, as well as fishing and 
hunting grounds in the Dakotas, 
Idaho, Iowa, Montana, Nebraska, 
Washington and Oregon. Dis- 
tances, names of hotels and guides, 
rates for various kinds of service 
and similar data make it a very 
complete directory. 











28 


CIRCULATION is a very. erratic 
quantity at times. Quality may be 
worth more than quantity. So that 
it is sometimes possible that a 
publication which claims. but ten 
thousand circulation may be sup- 
erior for the purposes of the ad- 
vertisement to one which claims 
five times that number. 


In a recent issue of the Anco 
Special, the monthly periodical of 
Austin, Nichols & Co., New York, 
a prize of $50 was offered for a 
name suitable for a line of canned 
goods and groceries. This was 
one of the replies: 

Dear Sir—I found your name in a 
Jurnal wear they speak of a Pryse of 
fifty dollers that you ar ofring for a 
sootible trade marke and name to mach 
for a line of Groceres or caned Goods. 

And I want to advise you that I can 
furnish a name that will Bee verrey 
sootible for your line of Bisoness, 

Pleas inform mee as to Payment will 
you Give curity you can depend I have 


chois You — will know that it is 
not a to Bee a hie lierned man, 
Boay or lady for ta mak up new _in- 


ventions it needs hedd work to Bee 
Shoor But not hie lerning. 
Yours for chois ideas. 


Two laws of importance to ad- 
vertisers in New York State take 
effect September 1. The first makes 
it illegal to use the American flag 
in an advertisement, or to place 
upon “any flag, standard, color or 
ensign of the United States or of 
the State of New York for exhi- 
bition or display any word, figure, 
mark, picture, design or drawing, 
or any advertisement, of any na- 
ture.” The penalty for violation 
of this statute is $100 or imprison- 
ment for thirty days, or both. The 
law permits the use of the flag in 
any newspaper, periodical, book, 

mphlet, circular, certificate, dip- 
oma, warrant or commission of 
appointment to officer, ornamental 
picture, article of jewelry or sta- 
tionery for use in correspondence, 
provided that the flag is discon- 
nected from any advertisement. 
The second law forbids the use in 
trade or advertising of the name, 
portrait or picture of any living 
person without written consent of 
such person, or if a minor, of the 
parents. Violation of this law em- 
powers the person whose right of 
privacy is transgressed to bring ac- 
tion in the Supreme Court of the 
State. 
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ALi advertising is educational, 
but it is expensive to advertise in- 
to favor something which the pub- 
lic does not seem to want. 


THE twenty-seventh birthday of 
the York (Pa.) Dispatch was cele- 
brated May 28 with a special issue 
of sixteen pages, carrying ninety 
columns of advertising. Both in 
advertising and number of pages 
this is said to be the largest news- 
paper ever issued in that city. 
Owing to the fact that the anni- 
versary occurred in the middle of 
the week no special matter was 
printed, and the issue was a 
straight newspaper. The Dispatch 
is the only daily in York rep- 
resented in the “Roll of Honor,” 
and the only one eligible. It is an 
eminently clean paper, with a cir- 
culation probably nearer 8,000 than 
7,500, in a city of 40,000 people, 
and there is warrant for the pub- 
lisher’s statement that it enters al- 
most every home in its city. The 
Messrs. Young have reason to be 
proud of the Dispatch. 


MarKep changes in rural routes 
are likely to come through the 
present disquietude in the Post- 
office Department, according to the 
Sun. Investigation shows that 
routes have been established by 
Supt. Machen as a favor to mem- 
bers of Congress, and that money 
appropriated for this purpose has 
been expended with almost crimi- 
nal extravagance. On many 
routes receipts do not average $5 
a month and on others the receipts 
do not begin to justify the exist- 
ence of the routes. The Southern 
States which will suffer the most 
from the abolishment of routes are 
South Carolina, Georgia, Tennes- 
see, Mississippi and Alabama, In 
the North, Maine, Vermont and 
New Hampshire will be deprived 
of about one-fifth of the routes 
now in operation. Other Northern 
and Eastern States will lose routes, 
but in smaller proportion. But few 
changes will be made in New York 
State. Postmaster-General Payne 
says that no action will be taken to 
reduce routes until a full test has 
been made of each individual case. 
Then, whatever routes are found 
to be unwarranted will be discon- 
tinued, 
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Tue reward of persistent, judi- 
cious advertising is success. 


WHENEVER an advertiser thinks 
he is hard up for something to say 
he would better simply tell the 
truth and tell it in his plainest 
language. 


In a series of page ads designed 
for medical journals, describing 
the properties and method of ad- 
ministering the antitoxin made by 
Frederick Stearns & Co., Detroit, 
Mich., the ethical line is rigidly ad- 


hered to, yet the presentation 
is thoroughly attractive from 
the advertising standpoint. An 


amount of human interest has been 
secured that would make the pro- 
position attractive even in general 
mediums. 








Too liberal use of the perpendic- 
ular pronoun has led many adwrit- 
ers to shun the first person singu- 
lar, particularly those who are 
skillful in the use of words, and 
who keep within the canons of 
good taste. Ads written in the 
first person singular achieved one 
very desirable quality—personality 
(provided it was a personality that 
wrote). Too often, however, the 
wielder of the capital was not a 
personality, and the resultant re- 
vulsion against the wishy-washy 
stuff produced by the fools who 
on in where angels feared to 
tread made every thoughtful ad- 
writer extremely chary of being 
identified with them. The next best 
thing was the editorial “we,” which 
was almost as direct as the first 
perens singular, and being less 
izarre has served many a writer 
without becoming unduly notice- 
able. A third form is now coming 
into favor, however, that of writing 
in the third person. One of the 
large department stores of New 
York, known for its dignified ad- 
vertising, is always referred to in 
the third person. Instead of “We 
shall offer to-morrow,” it is 
“Smith Brothers will offer to-mor- 
row.” This tense is kept through- 
out. Such ads have an air of re- 
sponsibility and integrity that is 
very real, and though the ordinary 
reader could hardly tell how they 
get this quality, there is no dis- 
puting its effect. 


29 


Every retail business, from the 
corner candy store to the establish- 
ment of a hundred departments, de- 
velops at least one fresh fact 
about itself or its stock every 
twenty-four hours. This fresh fact 
is usually what will most interest 
its public—what its public wants . 
most to know. Ifa retail business 
fails to yield interesting store news 
regularly, that business is out of . 
touch with popular demand, depend 
upon it. 





THE so-called “gold marks,” ac- 
corded to about four score news- 
papers in the last issue of Rowell’s 
Newspaper Directory, it would ap- 
pear from what is said in a four 
page article printed elsewhere in 
this issue, are only applied to pa- 
pers that have higher advertising 
rates than their circulation would 
warrant but seem justified by the 
appreciation and esteem in which 
they are held by advertisers. They 
are generally publications with a 
name and history. Not being able to 
compete in circulation statements 
with newspapers sold at a lower 
price, many of them decline to al- 
low anybody to know how many 
copies they print. The Brooklyn 
Eagle and Chicago Tribune are of 
this class. Some others, however, 
are so well convinced of their value 
as to be content to report their act- 
ual issue and stand or fall by the 
facts as they exist. In this class is 
the New York Evening Post and 
Boston Transcript. The last named 
is a remarkable example of the val- 
ue of this straightforward method, 
for it carries more advertising than 
any other Boston paper, although 
it charges as much or nearly as 
much as is demanded by enterpris- 
ing competitors known to print 
from five to eight times as many 
copies. The writer of these lines 
once told an officer of a New York 
charitable institution, who desired 
some notice in the reading col- 
umns, that the New York Evening 
Journal printed twenty times as 
many copies as the Evening Post. 
“That may be,” said the philan- 
thropist. “but a notice in the Post 
will do our society twenty times as 
much good as the same notice in 
the Journal.” That man’s idea is 
the one we are attempting to il- 
lustrate. 











WEEK LY AD 
CONTEST 


For the purpose of fostering 
an ambition to produce good 
advertisements, retail and 
others — PRINTERS’ INK con- 
ducts this weekly contest. 

Any reader or person may 
send an ad which he or she 
notices in any newspaper for 
entry. 

Reasonable care should be 
exercised to send what seem to 
be good advertisements. Each 
week one ad will be chosen 
which is thought to be superior 
to any other submitted in the 
same week. The ad so chosen 
will be reproduced in PRINTERS’ 
Ink, if possible, and the name of 
the sender, together with the 
name and date of the paper in 
which it had insertion, will also 
be stated. A coupon, good for 
a year’s subscription to PRINT- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
may be taken from any period- 
ical, and they should preferably 
be announcements of some re- 
tail business, including bank 
ads, real estate ads, druggists’ 
ads, etc. Patent medicine ads 
are barred. The sender must 
give his own name, the name 
and date of the paper in which 
the ad had insertion. All ad- 
vertisements submitted for this 
purpose must be addressed 


Weekty Ap ConrTest, Care. 


Editor PRINTERS’ INK,10 Spruce 
Street, New York, 
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TWENTY-SEVENTH WEEK. 


In response to the competition 
announced here seventy advertise- 
ments were received in time for 
report in this issue. The one re- 
produced on the opposite page was 
deemed best of all submitted. It 
was sent in by G. M. Adams, Jr., 
64 East 21st street, Chicago, and 
it appeared in the Tribune of that 
city of June 8, 1903. A coupon as 
provided in the conditions of the 
tontest was mailed to Mr. Adams. 
PRINTERS’ INK would be pleased to 
have publishers send in the names 
of their retail advertisers, who 
might be interested in reading the 
Little Schoolmaster. To such 
names sample copies will be mail- 
ed free of cost. Help the dealer 
to create an interest in intelligent 
advertising and you will surely 
help your own advertising patron- 
age. Those retailers who are al- 
ready readers of Printers’ INK 
appreciate the helpful suggestions 
and ideas which they get from 
the paper and as Printers’ INK is 
the best advertising school it 
should be in the hands of every 
yrogressive young business man. 

tm 


A TIMELY NOVELTY IN 
ADVERTISING. 
“Every retailer has it within his pow- 
er to show his taste through little vig- 
orous ideas which will serve as a re- 
minder every now and then. But 
every ad, every letter, every booklet 
must be noted for its snap and vim. 
We sent out a reminder not long ago 
that was appreciated, to say the least. 
It was particularly forcible in that it 
brought out the fact that we keep abreast 
of the times. We kept close tab on 
postal affairs for some time, endeavoring 
to ascertain if possible the exact moment 
that the new McKinley postal cards were 
to put on sale. hey were place 
on sale a little after 9 o’clock on the 
morning of August 13. By the time 
the Board of Trade clock was striking 
12 several thousand business men had 
the postal card and were reading: 
“*This is the new McKinley postal 
card, and if this is the first one to reach 
you, let it remind you of the first in 
men’s furnishfng, the Washington Shirt 
Company, furnishers to His Majesty the 
American Cifizen.- In the great major- 
ity of instances the new postal card was 
a matter of news and was appreciated 
as such. Advertising is nothing more 
than plain, simple business writing and 
should be couched 1n all seriousness.” — 
A. Babb, in Dry Goods Reporter. 


- 


RETAIL 


Don’t say you sell more boots than 
all your competitors combined—if you 
want your readers to believe you.x— 
White’s Sayings. 
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JOHN A. 


148 to 154 Wabash-Av., near Monroe 


COLBY 


RELIAB 
FURNITURE 








WOMAN readeth an 
advertisement in the 
newspaper about 

cheap furniture. 

She goeth to the store, and 
behold a table is tagged $14 
with a stroke through the 
figures, then $7 with another 
stroke, then $3.50 wnstroked. 

She ‘buyeth it, forsooth, for 
no woman can resist “$14 
reduced to $3.50.” 





On the next, day she find- 


T $3.7 





eth thé table poorly made— 
and thé finish not good, and 
growing suspicious she goeth 
out to another store, and lo 
and behold there she findeth 
‘a’ much better. table regu- 
larly $4.50, no $14 with a 
stroke through it,-nod $7— 
simply $4.50 in plain untam- 
pered figures. 

Moral: When you open 
your: purse. don’t shut your 
eyes, 


A mjassive quarter-sawed oak I!- 
brary table, 28x42 inch top, regu- 
larly $12. This is one of 125 styles. 





us resin 
Wabasb-Av. 








» Buy of the Makery 23%. 

















ADVERTISING IN EXCELSIS. 

To the editor of the Sun—Sir: There 
is something new under the sun after 
all. May have the satisfaction of 
making it known to your readers? 

In the Syracuse Post Standard of 
to-day, and at the head of a quarter-page 
advertisement, there are printed a few 
bars from the “Hallelujah Chorus” in 
“The Messiah.” 

In the judgment of the firm nothing 
less than this will adequately express 
the joy with which we ought to greet 


the announcement that they are now 
selling shirt waists and pongees at mere- 
ly nominal prices. 

The next time they have a sale of 
ladies’ underwear, and wish to impress 
upon the public the enormous sacrifices 
they are making, it would be good busi- 
ness, from the grocer’s-back-parlor point 
of view, to place at the head of their 
advertisement a ae eS the Crucifix- 


ion. CASEY. 
Union Springs, N. _Y., April 20. 
—New York Sun. 
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THE MUNCIE, INDIANA, 
“STAR.” 





There are so many interesting 
stories about the Muncie, Ind., 
Star, that a_ representative of 
Printers’ INK recently sought an 
interview with Mr. G. A. McClel- 
lan, the general manager for that 
paper. 

“No, I do not mind talking about 
the Muncie Star,” said-Mr. Mc- 
Clellan, in reply to the question 
touching on the work of his paper. 
“It makes mighty interesting read- 
ing, for we have been able to do 
things out here that were never 
before done. Conditions favored 
our success, however, and the case 
resolved itself down to the matter 
of the mere working out of details 
planned long before the press 
wheels began to turn for the first 
time. The life of a newspaper us- 
ually dates from the first issue, 
but ours is an exception, for its 
history began several years before 
it appeared. However much of 
an anomaly this may appear, it is, 
nevertheless, true. The founders 
of the paper had considered the 
project long before the first issue 
of the Muncie Star came out on 
the morning of May 29, 1899. All 
of the different phases of the pros- 
pective publication were given a 
try-out on paper, and it finally 
seemed to work out readily. It 
took a full month, however, before 
these prearranged plans were put 
into operation. Everything being 
ready then, the whistle blew, and 
we were off. Since then, the pa- 
per’s progress has been simply the 
continual evolution of the plans at 
first formulated. The paper was 
established ‘because the owners 
saw the opening for such a paper 
as they had in mind. 

PREVIOUS LOCAL SITUATION. 

“Previous to the launching of 
the Muncie Star, the situation there 
was about this: 

“One morning newspaper, eight 
pages, six columns to the page; 
four columns of advertisements 
on the front page; plate ‘telegraph’ 
service; flat bed cylinder press, 
speed 1,200 an hour; circulation 
less than 2,000. 

“Two evening newspapers, one 
Democratic and one Republican; 
same size as the morning newspa- 








per; general makeup the same; 
equipment not as good, and circu- 
lation less. 

“At this time, more than 3,500 
copies of predated Cincinnati even- 
ing penny papers were being sold 
in Muncie as ‘this morning’s’ edi- 
tions. Large numbers of Chicago 
and Indianapolis papers were being 
sold morning and evening. 

“The first plans of the promoters 
of the Star can be told in a nut- 
shell: To equip a newspaper print- 
ing plant with a web press, speed 
not less than 5,000 an hour; lino- 
types, full leased wire telegraphic 
news service, modern typographi- 
cal appearance in both advertise- 
ments and headlines, popular edi- 
torial policies (no hobbies), clean 
and bright local news, complete 
service from correspondence in 
Eastern Indiana, one rate to all ad- 
vertisers, thorough circulation can- 
vassing system, no prizes; the 
price of the paper to be one cent 
a copy, or seven cents a_ week. 
These plans were faithfully carried 
out to the letter, and the paper 
began its climb. The Star was 
the only Muncie paper to ever, up 
to that time, have its own complete 
leased wire news service, a web 
press and_ general circulation 
throughout th territory tributary 
to the city. Our talent, including 
all heads of departments, were all 
trained men, with experience on 
metropolitan newspapers and had 
given especial attention to success- 
ful one cent publications. The 
population of Muncie was scarcely 
above 21,000, but the city was in 
the centre of the natural gas belt 
of Eastern Indiana, which gave the 
place its first great boom. But this 
has materially changed, and the 
town has not for a period of seven 
years offered gas as an induce- 
ment for factories. Oil has come 
into play as a fuel product, and 
while the gas has not lasted as well 
as expected, there is still enough 
for all general purposes besides oil. 
Besides this, there are six railways 
that come into Muncie, one of them 
going direct to the Indiana coal 
field, thus furnishing cheaper fuel 
than any other inland city can hope 
to obtain. Add to these facilities 
the great interurban lines of the 
Union Traction Company, which 
connect Anderson, Elwood, Mar- 
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ion, Alexandria, Gas City, Jones- 
boro and a score or more of other 
towns, all prosperous places. The 
trolley line runs direct into In- 
dianapolis, 56% miles, and there 
are schedules making the distance 
in exactly two hours, with only one 
stop, the time being at express 
train speed. Without a single ex- 
ception anywhere on the American 
continent, these Union Traction 
lines are the finest. They are per- 
fect in all that makes traveling in 
this way desirable, and have been 
potent factors in the upbuilding of 
Eastern Indiana, more so than any 
other enterprise. 

“Tt was by this perfect system 
of electric lines that permeated the 
heart of the richest section of the 
seven best counties of the State 
that the Muncie Star depended on 
for its future career, and there does 
not exist a parallel case where con- 
ditions better performed their 
functions than here. ,It was an 
ideal proposition, and we were 
quick to take advantage of every- 
thing connected with the situation. 
It was almost an inspiration, as 
a matter of fact. With 200 towns 
within easy reach in Eastern In- 
diana much earlier than any other 
morning paper could possibly be 
delivered, the Stars went buzzing 
into lanes and byways, till to-day 
they cover 60 per cent of the oc- 
cupied homes of these seven coun- 
ties: Delaware, Madison, Grant, 
kandolph, Jay. Blackford and 
Henry. It would seem that the ‘ 
enterprise of man had done enough 
for our success, but there was an- 
other powerful medium through 
which we operated, the rural free 
delivery of the United States Post- 
office Department. There are 26 
of these routes in Delaware County 
alone, and a proportionate number 
in the other counties named. The 
total circulation in Delaware Coun- 
ty had grown from 2,700 in 1899 
to 5,932 in April, 1902, and to 9,- 
427 in March, 1903, with a total in 
all i in April, 1903, of 26,- 


“What was your system in se- 
curing this rapid increase of cir- 
culation ?” 

“This is an interesting part of 
the paper’s history. Briefly, we 
divided the city into five districts 
one month before the first number 
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was printed, and as man wy good so- 
licitors were employed. They made 


a regular house to house canvass, 
much in the same manner as ante- 
elections are polled. When the 
paper started, we had a subscrip- 
tion list of 3,600, larger than any 
other Muncie paper had ever 
boasted. The paper evidently 
pleased the people, and the circu- 
lation began to grow rapidly, and 
shortly afterwards other solicitors 
were wending their way through 
the adjacent territory, most of 
which was canvassed with the same 
unerring system, the agreement be- 
ing to deliver the paper at break- 
fast, or before, even unto the most 
outlying district in our territory. 
Thus it came about that the man- 
ager of the circulation department 
placed a forfeit before the public of 
$1,000, if any one could disprove 
the claims made on papers actually 
sent out and delivered to paid sub- 
scribers. The price, one cent, was 
attractive, and not a burden to the 
humblest, and since we gave the 
news long i in advance of any awa 
paper, it was natural that” 
should have made rapid healindt 
We had two telegraphic news ser- 
vices, the Associated Press and the 
Publishers Press, and this double 
national service, together with our 
own corps of nearly 200 trained 
State correspondents, gave us a 
hold on Indiana affairs second to 
no other paper.” 

Continuing, Mr. McClellan said: 
‘Our first press was a multi-press, 
speed 6,500 an hour. This did not 
last long, owing to the great in- 
crease in circulation, and in Sep- 
tember, 1900, we installed a new 
model web, with a capacity of 15,- 
ooo an hour. Seeing ahead the ap- 
parent possibilities, we, in October, 
1900, gave a contract to R. Hoe & 
Co. for one of their best three deck 
prcomees with red line attachment, 
which, however, we did not get 
into working order till November, 
1901. This press has a capacity of 
24,000 an hour. With this addi- 
tion, we also placed in the office 
a new outfit of type, and began 
with a new dress of handsome, 
modern appearance in every partic- 
ular. We introduced then, also, a 
battery of five linotypes, together 
with a complete engraving plant 
for making halftones and line work 
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for first class illustrations. We 
have our own staff of artists, to- 
gether with one of the strongest 
cartoonists in Indiana. 

“The News finally went out of 
commission, leaving us without a 
competitor in the morning field, 
the Star buying out the Associated 
Press franchise owned by the 
News. Thus we have not only 
cleared the local field, so far as 
competition is concerned, but we 
literally drove from the territory 
the predated Cincinnati and Chi- 
cago papers on demonstrating that 
we could deliver real news from 12 
to 24 hours ahead of other papers. 
We have taken no special credit 
for this work, for the reason that 
it was a mere demonstration of 
what we had worked out years 
before. It was like planning a 
problem in bridge-building, and 
we crossed the chasm exactly as 
we had planned.” 

“How have you maintained rates 
on advertising space?” 

“By being perfectly fair at all 
times. To-day, with a circulation 
of ‘nearly 27,000, we have a most 
attractive rate, the minimum price 
being 3c. per line on order of 10,000 
lines and over, 4c. for 5,000 lines, 
and 5c. for anything under the lat- 
ter figure. Thus we have practi- 
cally a flat rate of 5c. a line gross, 
and we are pleased to say that we 
are carrying a very large line of 
foreign business, many accounts 
coming to us that do not use any 
other Indiana paper. We have 
performed some interesting feats 
in this connection, having in Feb- 
ruary last carried more advertising 
in the paper than the Indianapolis 
News. To-day we carry more than 


any other Indiana daily with one . 


exception as stated. I have neg- 
lected to state that the politics of 
the Muncie Star is independent 
Republican, and we have consist- 
ently followed this policy ftom the 
start. Our claims of the following 
special points of advantage have 
not yet been challenged by any In- 
diana publisher: Largest circula- 
tion of any morning newspaper; 
second largest circulation in the 
State; covering 97 per cent of all 
occupied homes in Muncie; 60 per 
cent of all occupied homes of the 
seven counties where the circula- 
tion extends, and a larger circula- 
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tion in each county than any other 
local paper of a single county. The 
country through which the Star 
circulates is one of the most re- 
markable in the United States. It 
combines agriculture with manu- 
factures, one of the strongest com- 
binations to be named. It is liter- 
ally a mingling of New England 
skill with the up-to-date progress- 
iveness of the Middle-West farm- 
er. Our carriers each morning 
skirt through waving corn fields 
in summer, on the one hand, with 
the resounding hum of factories 
on all sides at all seasons, on the 
other. There are over 7,000 farm- 
ers who read the Star every morn- 
ing in the year.” 


—nssiliianinanatoidls 
JAPANESE NEWSPAPERS. 

There is not a town of 10,000 people 
which does not possess at least one 
newspaper, and the two or three cheap 
popular papers in the capital have cir- 
culations running from 100,000 to 150,- 
ooo. This describes journalism in lee 
an, which was the subject of an in- 
terasting lecture by Mr. M. Zumoto, the 
editor of the only paper in Japan print- 
ed in English, the Japan Times. Apart 
from liability under the libel law, the 
fullest freedom is permitted, except when 
the country is on the verge or at war, 
when the reasonable intimation is con- 
veyed that news as to the movements of 
ships and troops must not be published. 
Fiction fills the most important place 
in editorial policy; but a fair propor- 
tion of space is given up to telegraphic 
news, including cables from astern 
ports and Europe and America. The 
most successful and prosperous journals 
are so-called “yellow journals,” people 
buying three copies to one of the grave 
and accurate journals.—Westminster 
Gazette. 


CATCH_ LINE OF WELL KNOWN 
RAILROAD AD ILLUSTRATED. 








“GooD NIGHT.” 


(WABASH LINE.) 
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QUAKER CITY POINTERS. 
By John H. Sinberg. 


“I trained a parrot for a man to 
use as an _ advertisement. last 
month,” said Jacob Hope, the 
Philadelphia dealer in pet stock. 
“The man is in the soap business. 
We'll call the soap he sells ‘Apple 
soap.’ Well, that parrot is trained 
to squeal, all the time, ‘Apple soap 
forever, ‘Buy Apple soap, ‘A red 
apple on every wrapper.’ I taught 
the parrot by phonograph. ou 
know, by having phonographic rec- 


ords to repeat over and over to P 


the birds the phrases they must 
learn, the work is done more ac- 
curately and speedily than it used 
rs be. And so, to-day, in the 

Apple soap agent’s office, every 
little while the parrot urges hesi- 
tating customers on with, ‘Buy 
Apple soap,’ or ‘A red apple on 
every wrapper.’ I think this is a 
good idea in advertising, and I bet 
that it’s one which other people 
will be adopting before long.” 

* . + 


During the conclave of Knights 
Templars, held recently in Phila- 
delphia, Lit Brothers made a great 
hit by extensively advertising the 
fact that the smallest Sir Knight in 
the world, Mr. Casper H. Weiss, 
height three feet, six inches, who 
has been in their employ for three 
years, would be at the Lit store to 
receive his fellow Knights Temp- 
lars. All Sir Knights, their ladies 
and friends, were presented with 
an engraving of Sir Knight Presi- 
dent McKinley, in full regalia, and 
this souvenir, as well as the pres- 
ence of the smallest of all Knights, 
made Lit Brothers’ store very pop- 
ular with the visitors. 

* * * 

Cape May is receiving some ex- 
cellent publicity through the three 
admirably executed water colors 
of prospective new Cape May, 
which are on exhibition in the 
Pennsylvania and Reading Rail- 
roads’ ticket offices on Chestnut 
street by the Cape May Estate 
Company. One of the pictures is 
a bird’s-eye view of the company’s 
property at Cape May. Another is 
a view of the proposed harbor, 
with a variety of boats and 
launches dotting the surface of the 
water. The third picture is a bath- 


ing scene on Cape May’s famous 
beach, with a background of hotels 
and cottages of modern styles of 
construction. The water colors 
are the work of Henry Fenn, a 
noted landscape artist, of New 
York. Hundreds of persons are 
to be found in front of the win- 
dows daily. 
* * * 


The old Curiosity Shop is run- 
ning a new piece of poetry as a pre- 
face to the advertisement. Here 
is the latest from Mr. Halloway’s 
en: 
WHEN LOOKING FOR BARGAINS. 
Go through the whole town; 

Get the very best prices, 
And mark them all down; 

Then visit the “Old Curiosity Shop,” 
And this fact embrace, 

That to get Much for Little, 

You have found the right place. 

Old books and magazines, 
Tons upon tons; 

Flint-lock muskets 
And Hammerless guns; 

Talking machines 
At about half price; 

Bric-a-brac and plated ware, 
Unique and _ nice. 

Musical instruments 
Of every kind, 

At prices so low 
You will almost find 

It impossible to leave 
This Old Curio spot 

Without buying something 
Whether me want it or not. 

fe’ve Japanese battle ax, 
Three ended years old; 

he Much that we have 
In this space can’t be told; 

So when passing our way, 
Do not fail to stop 

And spend a short time 
At the curio shop. 


WALL STREET ITEM, ILLUS- 
TRATED. 











“BEARS MAKE A SUCCESSFUL RAtD.” 








36 
WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


There is hardly anything which 
interests advertising men quite so 
much as the problem of how much 
other advertising men spend. The 
only subject at all comparable for 
solid excitement with this is the 
question of how they could get 
their own business at a less cost 
than they do. Therefore, the 
meeting of Lipton, Limited 
(which, being a public company, 
has to publish its accounts), has 
always been looked for with eager- 
ness, 

* + 

As I told you at the time, last 
year’s accounts didn’t reveal any- 
thing, because Sir Thomas Lipton 
benevolently announged that he 
was going to pay for all the year’s 
advertising out of his own pocket. 
With the object (no doubt) of 
conforming to the biblical maxim 
of not letting the left hand know 
what the right hand gives, Sir 
Thomas omitted to mention what 
the sum thus contributed to the 
coffers of the concern in which he 
holds the common stock amounted 
to. Nor do the accounts (just 
published) for the year ending in 
March show this item in detail. 
Advertising account is lumped with 
other outgoings classed as “Ex- 
penses of management” at £45,559. 
The gross trading profit was £226,- 
915 for the year ending March, 
1902, which compares, I find, with 
£223,618 for the year ending in 
March, 1902. The management 
expenses for that year were £28,- 
807, Sir Thomas Lipton bearing the 
advertising expenses. It would 
seem fair to conclude, as the gross 
turnover is about the same as last 
year, that the management ex- 
penses, apart from advertising, 
would be about the same. The 
fact that the year just concluded 
takes into account 53 weeks, in- 
stead of 52 as last year, yet further 
equalizes the gross profits. Allow- 
ing for this, the difference would 
only be about $5,000. We may 
therefore assume, with the expec- 
tation of getting pretty near the 
truth, that the advertising for the 
twelve months just concluded will 
be represented by the difference 
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between total management ex- 
penses to March, 1903, £45,559, and 
the same (less advertising) to 
March, 1902, £28,807—£16,752; and 
if this is correct, Sir Thomas’s 
company certainly gets its public- 
ity at a remarkably cheap figure, 
and I can congratulate the keen 
sportsman and smart man of busi- 
ness upon the fact. What is not 
quite so easy to treat as a matter 
of congratulation is that his adver- 
tising has of late been a good deal 
less extensive. 
* * * 


I find in that famous society daily 
the Morning Post of London the 
following delicious announcement: 

TO Gocsary WOMEN — An Officer’s wife, 
whose husband met Mg an anes fatal acci- 
to sacrifice ev- 

the world to defray ex- 
penses, and isin debt to her landlord for two 
quarters rent, 226; to meet that she offers to 


dent Sune months ago, has 
erything she had in 


send for One Guinea A is.) a Unique RECIPE 
for the eewlsere 5 d Arms. The writer 
< Jee bought it herself from a maid for £40, 


has always used it with very charming re- 


It is not often that the paid-re- 
cipe racket is worked with quite 
this amount of ingenuity. The 
world is pretty familiar with the 
sudden widow obliged te part, at 
a terrific sacrifice, with her beauti- 
ful rosewood piano, and also with 
the happy bride who will give pri- 
vate purchasers a unique oppor- 
tunity dirt cheap. There has been 
“a lady suddenly called abroad” 
every day for years in one of the 
London dailies who wants to sell 
a set of new silver spoons, just 
purchased in ignorance of the un- 
expected summons. But I must 
say that this officer’s wife, resplen- 
dent with the charming results of 
the $200 skin tonic is a new one 
to me, and I should much like to 
know who is the happy druggist 
who (as I rather suspect) will 
prove to be alone able to make up 
the prescription when it has been 
purchased, and the rent (£26) 
paid! The lady has certainly not 
missed her vocation. 

* * a 

Few American advertisers are 
wholly negligent of the advantages 
attainable by branding all boxes 
and packing matter with legible 
end attractive advertising matter. 
It is not only while the boxes and 
packing-cases are in use that these 
markings are actively useful. After 
they have served their first term, 





ee ee 


> 2 Sie. 
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the boxes are frequently used again 
for some other purpose. Here, 
in England, at all events, where 
lumber is exceedingly dear, we are 
widely awake to the merits of Am- 
erican woodware, and an American 
box goes far on its travels before it 
is finally chopped up for kindling 
fires. All the while, each box is a 
travelling advertisement for its 
original occupant. I question 
whether full advantage is always 
taken of the fact. While one is 
about it, there is no need to stop 
short of the mere name. Some 
recommendatory matter could eas- 
ily be added. Direct branding on 
the wood in about two colors is 
preferable to labelling. Labels are 
readily detached; branding is a 
great trouble to remove. Where 
tins are used for the inner pack- 
ing of dozens or grosses of small 
articles, the tins might very well 
be, and sometimes are, handsome- 
ly decorated. They then serve as 
a show card or a shop counter ad- 
vertisement, and the decoration 
ought to be applied inside the lid 
as well as outside. These little 
points are worthy of consideration, 
because no point is too little to be 
worthy of it. They are not often 
overlooked, but they are overlook- 
ed sometimes. This is why the 
matter is here referred to. 
caning nspeiaitacsedee 


GOING BY THE MAP. 


The wise modern advertiser puts to 
good account his geographical knowl- 
edge. Like the shrewd general in time 
of war he plans his campaign by the 
map. Agricultural reports, statistics of 
progress from various parts of the coun- 
try, instead of being dry as dust are 
full of actual interest for what they 
mean to him. He carefully avoids sec- 
tions where blight has struck the crops, 
where land is barren and resources are 
meager. He knows that where the 
strife is fierce to eke out a bare exist- 
ence, where it is an uphill task to earn 
crust and coat, there is no market for 
his wares, no matter how alluringly he 
may present them. His field is where 
the grain stalks are heavy and prosper- 
ity abounds. The cities of medium size 
which dot this prosperous territory are 
the centers of industry. And in these 
cities are daily newspapers of the better 
class—papers that are ably edited and 
progressively managed; the only kind of 
papers that could prosper among readers 
who are in themselves such examples 
of hustle, thrift and intelligence.—Judi- 
cious Advertising. 


Ir they treat their customers the same 
way that they treat advertising solicitors, 
it certainly wouldn’t do some merchants 
any good to advertise.—White’s Sayings. 


Milwaukee 
JOURNAL 


CIRCULATION 
May, 1903, 33,244 
Gain over May, 02, 4,039 


ADVERTISING 
May, 1903, gain over May, 
1902, 203 cols. 


The only evening daily in Milwau- 
kee that never refused to allow its 
circulation records to be investi- 
gated. 


Small ads in JouRNAL are hustlers. 
Cost 1 cent a word, 


2 Lines, 2 Times, 2 Bits. 


8. B. SMITH, C.D. BERTOLET, 
30 Tribune Bidg., 705-7 Boyce Bidg., 
New York. Chicago, Ill. 














Toronto 
Evening 


Celegram 


Daily Circulation, 


31,428 
34,000 


on Saturday evening. 


No other Toronto paper cir- 
culates half so many in the 
city. 


PERRY LUKENS, Jr., 
New York Representative, 
29 Tribune Building. 
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THE NEW NOTE. 
By Joel Benton, 


The public mind, if it is allow- 
able to use that expression,-is not 
only fond of change but it never 
fails to notice new things. What- 
ever else may escape attention that 
does not which shapes itselfinsome 
new fashion. The modern “folk,” 
as well as the proverbial Greeks, 
are constantly on the search for 
something new and strange. 

Rudyard Kipling might still have 
aroused the English reading world, 
perhaps, if he*had written his tales 
and verse after the customary 
and conventional models, because 
in all styles his genius could have 
put virility, grace and patness. But 
it was mainly because he struck a 
new note and, in fact, various new 
notes, that he got so widespread a 
hearing. It is very evidently a 
vain thing to publish one’s goods 
and wares, if you speak low and 
faintly about them, or if what is 
said about them does not win at- 
tention. An advertisement that 
follows on in worn ruts, that imi- 
tates some average style, may not 
be proffered without gaining some 
attention, but a much briefer one 
that catches hold of a new way of 
uttering the old familiar story will 
obtain much more notice. The at- 
tention secured in this way will 
also prove more fruitful of fair re- 
sults because it will stay longer in 
the memory. Here it is the new 
appealing voice that tells. Of 
course the substance of what is said 
must be pertinent and informing. 
It must at any rate leave no con- 
fusion in the hearer’s mind. After 
reading the advertising appeal too 
nothing essential to a fair under- 
standing of the matter must be 
found left for subsequent inquiry. 
The whole story in fact must be 
succinctly told, or some keen rival 
will get away with the coveted cus- 
tomers. But, telling how to strike 
a new note in an advertisement, 
when so many voices are ringing 
in one’s ears, is not so easy. Some- 
times this desired novelty is. secur- 
ed in one way and sometimes in 
another. It can be obtained per- 
haps by an accompanying picture 
which has in it something to inter- 
est every eye—a thing almost com- 
pelling when you once see it. But 
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it must be compelling because of 
its real attractiveness, or curiosity, 
and not because it is unlovely or 
disgusting. It is a fact, to be sure, 
that the pictorial art—and within 
a very recent period too—has done 
wonders, not long ago undreamt 
of, in the advertising field: Yet it 
is altogether probable that its 
power in this direction has not 
been as yet more than moderately 
drawn upon. At least there is 
ample reason to ‘believe that there 
is a considerable sheaf of unshot 
arrows in its abundant quiver. A 
felicitous picture has really great 
possibilities for the panel, the 
boarding and the printed advertis- 
ing page.. Whether in black or 
white, or in color, it can be made 
to speak with especial emphasis to 
both the eye and the mind. Some 
pictures win by their pure artistic 
and pleasing quality, some by their 
human, others by catching up some 
topic in everybody’s mind, or in 
the daily news, while others argue 
the case presented. A specimen of 
the kind last named is the Pru- 
dential Insurance Company’s 
“Rock of Gibraltar” which far sur- 
passes in suggestive meaning any- 
thing that mere words or statistics 
could be made to say, as it con- 
fronts the vagrant eye. 

A trick of typography too is 
often most telling. Not only the 
permutation of type and borders 
and ornaments, but the shape ot 
the advertisement—its architect- 
ure, so to speak—has possibilities 
for making a favorable or winning 
impression upon the casual reader. 
This device is by no means to the 
end of its limit nor, numerous as 
the new fonts of type now are, are 
they exhausted. Where plates are 
used, in particular, an advertiser 
can easily put upon them types 
that are as yet in no known font 
or case, and make by their use a 
somewhat green oasis on a dry 
advertising page. 


Never put out little advertisements 
in a lot of publications expecting big 
results—use larger space in a smaller 
number and you will hear from them.— 
The Advisor. 


Do not monkey with the buzz saw, 
nor with the work which a general ad- 
vertiser is doing. Supply the goods that 
are called for and there will be no 
time for monkeying with the saw.— 
Progressive Advertiser. 





oe | 
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ROASTING THE EXPERT. 
Tue Lewnrestey Mititne Co., 
J. T. Lenfestey, Proprietor. 
Cuicaco, June 15, 1903. 
Editor of Printers’ INK: 

Your current number contains “‘Orig- 
inality” article which is very good. 
Yesterday I met _on the train returning 
from T. P. A. Convention at Indianap- 
olis, a buyer for a wholesale grocery 
house who informed me that among the 
beautiful souvenirs given out by enter- 
prising houses to visiting delegates was 
a beautiful bottle which is reported to 
have cost $3 each, advertising a whis- 
ky. They were carefully distributed so 
that each delegate received but one on 
account of the high cost. : 

After he had praised the gift suffi- 
ciently I asked him the name of the 
whisky, to see if the gift had adver- 
tising value, but he was embarrassed be- 
cause he could not give the slightest 
clue as to the firm or brand. | 

Of all the gambling propositions the 
advertising game is a wonder, and the 
“Advertising Professor” is the most 
wonderful of all in his unbounded faith 
in the credulity of the manufacturers 
who have an appropriation made for 
advertising. 

Mr. Lord once said to me “you would 
have had more fun and it would have 
done you more good if you had taken 
300 new silver dollars and gone to the 
Government Pier and seen how far you 
could throw each one into the Lake.” He 
alluded to some poster work I did for 
my flour. 

It seems to me that the majority of 
the advertising agencies are typical of 
the Lake part of this proposition except 
that the water makes a pretty series of 
circles and sparkles before it covers up 
the dollar, while the professor sparkles 
and makes circles before he sees the 
dollar. 

All are fish that come into the pro- 
fessor’s net, and he is just like the 
broker on change who, if you seek his 
epinion how the market is going, is sure 
to learn first whether eg are a bull 
or a bear and then is the same as you 
are, because your vanity is appealed to, 
besides his commission is the same 
whether you win or lose. 

The professor is like the boatman and 
bait seller at the Lake Resort, who fits 
you out with everything to catch fish 
if they bite; you feel sure there are fish 
in the Lake, and you feel certain that 
he knows if he would tell where the 
bass are wont to gather or where his 
customers have the best success catch- 
ing them, but as a rule he does not 
know, he pretends that he does. 

Why don’t he know? Because he is 
lusy getting bait and selling it and keep- 
ing his hoats in order and does not do 
any_ fishing. 

en with limited amount to spend 
for advertising are not warranted in 
taking up plans offered them because 
the propositions are so indefinite as to 
results, in other words more than half 
your effort is lost because the appeal 
is made to so many people that, al- 
though you convince them they ought 
to have your goods, they are not in a 
position to get them while they are con- 
vinced. 

Mr. Fulford two years before he died 
asserted in my office that there were 


but seven advertising experts in the 
business in Chicago, the others were all 
pretenders. I do not know if there are 
that many, but most all are artists in 
convincing you that they are the only 
one. Mr. Mahin told me the other day 
that I had covered ” my light and 
that I could just as well have a National 
reputation for my flour if I had taken 
his advice eight years ago. 

Others in my lire took Mr. Balmer’s 
zavice then but are not National now, 
and then Mr. Mahin was Mr. Balmer’s 
pupil. Looking backward we see some 
successes and fortunately for the pro- 
fessor the others are in the Lake. 

_ Do not think I am soured on adver- 
tising, my success has been fair and 
may be National later, but let us have 
some definite plans by which the smaller 
investor in advertising may find a bass 
hole once in a while that he can go to a 
few times and catch a mess. 

Yours truly, 


IPRfG 


-_ —— 

Tue full power of good advertising 
has never been successfully gauged. 
a 

Wuen the hen cackles she says she 
has laid an egg—since it is not so with 
the rooster, be sure that you can de 
liver the goods when you advertise.— 
White’s Sayings. 

abeacastnabliaithaniablign 

MANUFACTURERS know full well that 
the vast amounts of money expended for 
advertising will be returned through the 
enterprising merchants who are willing 
to meet the wishes of patrons.—Progres- 
sive Advertiser. 


ee 
Classified Advertisements. 


Advertisements under this head two lines or more 
without display, 10 centsa line. Must be 
nded in one week in advance. 


WANTS. 


OLICITORS wanted for advertisements, ev- 
= ae at Liberal commissions. SOUTH- 
ERN DRUG JOURNAL, Atlanta, Ga. 

M?:* than 215,000 ccpies of the morning edi- 
4 tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


PERIODICAL, of high character and A! pros 
pects, needs another working stockholder 
asad . Musttravel. “T.,” care P. I. 


NERGRTIC business man, practical printer, 

_4 desires position with newspaper as manager 

or superi d “ A.B C.,” care Printers’ Ink. 

LDER the better. We can use a few back 

numbers of Printers’ Ink. Send your list 

to Literary Department of “M SERVICE,” 200 
Monroe 8t., Chicago. 


Ww desire a few more mane customers for 

crisp editorials and special articles. We 
study each paper’s policy and needs. Try our 
service. Particulars free. CROWN PUB. CO., 
San Francisco, Cal. 


W ARTED—An advertising ‘solicitor to cover 

State ot Connecticut for the Bridgeport 
and Waterbury Heralds. Must be an Al man 
ard hive best of references. Apply by letter 
only to HERALD, Bridgeport, Conn. 


J ANTED—To buy a newspaper in a city of 

000 to 20,000 population, Republican or 

independent. Give fuil particulars as to price, 

business, plant, etc. Breryent confidential. 
Address FRED C. VEON, Toledo, Ohio. 
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ILL ‘ou advertising and subscri 
W tvs aN Y Y. and London, England. 


service 
lies only. CTLAS 
ters’ Ink. 


ANTED—Good commercial artist, one with 
some knowledgej of mechanics s preferred 


Principally pen and ink work, but must know 

aoe to — waa drawings and to dog let 

te > oD an ex- 
pected. ““W. D»” care Printers’ Ink. 


W ATHD_Position as city editor on a . 
pe in city of not less than 20,000. 

= < ty ~— ve 12 years’ om 

id — — at present r. Single - 


edo ‘on a lead 
) oe. dress I Ol,” care 


ANTED — Office system systematize: managers, 
accountants or such interested = mate 


guarding 

clippings, etc., from fire, ee, & dust, mice 

and germs to write for culars on our a 
Furnitare 4. Office uipment to note 
bilities we offer alo line. THE BE 
MFG, CO., Canton, VU! 


Wy Ante) Poreiady for gpbeoription depart- 

ment of -established and leading 
agricultural publication, LY Middle West. One 
ae with the -g- A sabscription work 


deta 


GOOD R. 
nk: New York Br? Good stenogra- 
pher,. famih ar th subscription Fe. 4s also 





N OPPORTUNITY IS OPEN. 
The Aimeult iy to find it. Do you know 
where itis! We We need competent high- 
grade men to fill positions that we have open for 


Renageee, advertising men, superintendents. 
etc. Technical, ~~ ve and clerical men of ali 


kinds. If you = ore ae remed write for plan and 
booklet. APGOO: aay Broadway, New 
York ; Monadnoc! cago; Pennsylva- 


nia Bldg., Philadeiphia’” 


Fox gaement Ber re man, open for en- 
Gagement 1 long, successful 


record wi 
"forcible. iiuent, 4--,- =m inter- 
omring:, ¢ oar incing, sane. 
h judge of of ill iligstrations, wash, line or 
colors. Knows good 
Proapable, “<= os filling responsible position with 


ea information to 
Address “ “EXPERIENCP.” | 


msible in quirers. 
Pi rinters! Ink, 


es writer anc and } manager of wide 
1 short, with large New York York < hinder 
long or sho: ew Yor! or - 
phis advertiser. I have had thoro cough © ore 
ence in ~ ment store L.%, and should love 
to find and serve one whose owners really be- 


a that truth in advertising can be made to 

ing a poor and incompetent liar, I in- 
Pine to prefer advertising for manufacturers, 
who seem to find truth more effective oan re- 


frustrations, de. 
il ustrations, de- 


charac «booklet vate, 

Jd umgortoss os catalogues, klets a 
ae iterature, prepare ~~~ 
~ 3 the a ote anaiia with 


mouey for the adve: For 
erences address “ L. D. ” care Printe 





LETTERS. 


ETTERS—All kinds receiv gecsived from newspaper 
advertising wanted and to let. What have 
‘ou or what kind do you A MEN OF LET- 

595 Broadway, New York. 





ADDRESSING MACHINES, 


IX RE MACHINES—No type used in 
Walla aah machine. A 
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AGENTS WANTED. 


NE order may cigar you @ a $100. Write for cat- 
alogue. P.O. 141, New York Oity. 
ennidisshilbniedh ieiclsiatala 
ILLUSTRATORS AND ILLUSTRATIONS. 
Il SENIOR & CO., Wood Engravers, 10 Spruce 

e St., New York. Service good and prompt. 
———_ +o, ——— 
MAILING MACHINES, 
‘PP HE DICK MA TORI Eas HLESS MAILER, lightest and 


quickest. | Price siz. | F VALENTINE, 
Mfr., 178 Vermont St., Buffalo, wy. 
—_———~+oe——— 
MAILING CARDS. 
LEVERLY qrorded, | api ptly pictured, ee 
printed -imens = 
free. PMOOSE BI 08, CO., foaban, 4 -y 


SUPPLIES. 
W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
= cut inks than any other ink bouse in 


ay prices to cash buyers. 





a> 
HALF-TONES. 
HG -TONES on copper, copper, col. 50c.; 1 col. T5c.; 
- pam ans 4x5 °. cash with order. Free ex- 


Money back it not satisfactory. 
‘HE. SOUTHWICK ‘PRESS, Clay Center, Kan. 
— +> 


CALENDARS, 


OST artistic line of acvertisin 
ever — Write for price 
SSETT & SUTPHIN 
45 Beekman St., New York City. 


calendars 


++ 
LITHOGRAPHY AND TYPOGRAPHY. 
ERKTIFICATES, Bonds, Diplomas, Letter- 
heads, etc. parti , tithographed and to be 
completei b Send for samples. 
ALBERT B. ING & CO.) be 105 William St., N. Y. 


—_+9+—_—_—_——_ 
PHOTO-ENGRAVING. 


Gee arte raving at a moderate cost. 
STANDARD, 61 Ann St., New York. 
Weir us for circulars and prices. THE 
STANDARD ENG. CO., 61 Ann St., N. ¥. 


—___+-—__—— 
FOR EXCHA. NGE. 


Ww! LL exchange a com a complete set of the Colum- 

bian C yocpetio, a8 volumes, brand new, 

fora sopond-be tors horse bows. or ere 

engine in ay mae Address THE WORLD 
Sharpsburg, 


COIN CARDS, 


$3 aa rath Less for more; any printi 
THE COIN Ba Sot Detroit, Mic 
nF 5 ae | mg per 1,000, according 00 ets. 
quantity y oand Bae desired 
. ‘Acme. ” the mo: Tbr n mailer made, 
ACME COIN MAILER CO., Burlington. lowa, 


—- +091 - 

CARBON PAPER. 
) he exchange a limited imited any of carbon 
radvertising space n reputable 
publicdtipns.. i) CARBON,” P. 0. i 672, N. ¥. 


ISH you'd ot us for samples one prices of 
our carbo carbo ail ‘or every 








anne g The hich ualit: tow 1 — will 
terest you, 1EL. 60., 123 Liberty,N.Y. 
EXCHANGE. 


Brxceanee what you don’t want for some- 
thing you do. If you have mail order names, 
stock cuts or something similar, and want to ex 
change them for others, put an advertisement in 
PRINTERS’ INK. There are probably many per- 
sons among the readers _— this paper with whom 
you can effect a y and advantageous ex- 
change. The price for such advertisements is 
10 cents per line each insertion. Sendalong your 
advertisement. 
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ELECTROTYPING. 
£ make the el: or PRINTERS’ INK. 
We gaetmecncrunreig or ge of fe 
Toe ae ie Eh CRAWTORD & CALDER, 45 
Rose St., New York 
chateaaie © Se 
NEWSPAPER BARGAINS. 


WO exceptional opportunities for soker, 4 
dustrious and ne a =. 


wanted full as 


Any good news: 


Sev best oe propost' 
on deck that have been hands for 10 years. 
G Fr oper 
bington 


knows about it. 
in Newspape: 


SETA SATE 
DECORATED TIN BOXES. 





Ts pp ofa ofttimes sells it. 

Y i ne how beautifully tin 
boxes can be decora and how they are, 
until you get our samples and quotations. 


eline boxes and caps. 
neat’ called *‘ Do It | a dal = is free; so are 


anEHICAN Showman cos COMPANY, 
ater Street, 


popelayn. New York. 
The largest makes of Tin Boxes outside of the 


——__ +o — —- — 
MISCELLANEOUS. 


TILITY CAPSULES cure rheumatism and 
kidney ailments. mes one dollar. UTIL- 

ITY COMPAN ¥, Cincinnati, O 
$1 00 CHECK PUNCH for Séc., sent prepaid, 
Coninatten eater, » Paper cutter and 


ghook geet Ti . Cannot without it. Send 
50c. to JULIUS L. BLOWN, Balto. idg., Chicago. 

8 much as you want, as litte as you 
A‘h ¢ Leonard sectional 


01 ype 

ih section will hold 700 electros; $5 a 

section of 1ndrawern, base 50, se9 a Aiso the 

Leonard ‘stem = buying vertisi ng, $5. 

LEONARD 3 MFG. C Seeks St., Grand Rap- 
ids, Mich. Cireaiae Lang 


need. 
cabi- 


BOOKS. 


RINTER’S HELPS AND HINTS, 2c. Circular 
free. KING, Printer, rinter, Beverly, Mass. 


UR wes Books. Twelve Wisdom Books, 
each 12 cents. MONITOR CO,, Cincinnati, O. 


te HEORY and Practice 0 ot Advertising,” ” first 
paper repaid, 786 Cente hots Si. GEO 1. GEORGE 
Rats EK, A. M., Senta, cloth 81, GEOR P.L, 
Middleburg, P: 
66nzy ADVERTISING |P. PARTNER,” a book 
M for merchants and advertisers who 
write r--4 own ads. 1} of 


) head- 
lines, catch ung ete, 
aise Ceow LAN ele eaiaaas 

—_———_~oe——_——- 


FOR SALE. 

L™ of wettipstor Hi Electric Motors tor. pe | aap 

presses. 
application. NaTioNAL SraMPING AND ELEC. 

WORKS, Chicago, I 

R ®ALK—A Democratic newspaper, 27 
years, et ey Western Kentucky town. 
ion, 1,7 Terms easy. Ad- 
dress MISS NANNIE R-OAT er Princeton, Ky. 


woe SALE—Bri ghost week! ~~ in the State. One 
hour from jobbing and 
aoe ah, bal Compact plant Ill health. Bar- 

$3 half cash. * 8. PICA, ” Printers’ Ink. 


| ae | SALE—Four castings. 2 tail cutters, 1 
p aad two — is Hoe’s 
inery, has been used 


for ten eighteen mouths am and is now d to 

make room for autoplates. | is in lass 

condition and will — ect plates the 

inches len and 7-416 in 1h thi hick” Address PUB. 
-16 ine! ic 

LISHEK.” Tribuve, Chicago. 
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Oar ~~ ay. better than seems nec- 
ART PRI PRLSs, Chicago. 
OOKLETS ee e,million. and better than the 
average. T PRESS, Chicago. 


PRINTERS. Writs CARLETON, Omaha, 

Neb., for copyright lodge cut catalogue. 

3,000“ Cg? tatwotan pel Bos bs Plane, iil order = 
RINTING—PRINTING PRINTING. 


If you , Clean, clear, con Mean d 
ting. | wendy your work to WM. SOHNSTO 
Printers k Press, 45 Rose ose St., New pent 


| ee Sy are not ecsiehel where 7 
e do ail Kinds of book and nee 


printing promptly, and satisfactorily. “aah 
ADVERTISING Sages 


5S manufacturers for medals _w Send 
for catalogue, FRED. NOCH CON N. 8 City. 


APEROID Pocket Wa 4x7, 1 
P SON tke ngad. “ Wear tik ike leati er.” a 
5th above Ch Phil hi 








‘A \LeaTmER metal bound ai bound toothpick case filled 
ae ks. tam- 


w 
plese 100 Envok Oe Your ad on one side. 
Owego, New | New York. 
Arne NOVELTIES watt in reality 
necessities. High 
HITEHEAD & HOA¢ AG OO., 
large ci 


gees ony 5, CI 
nches in all 
DVERTISE your business vii our 
A qussomese a a key bean atria oR 


combinati: 
wilt it be = = a and 
ticulars 1  FCOATES CO. Uneas. 
ville, 3 ha 


coveanapnsntetiiagtipediitensangnead 
ADVERTISING MEDIA. 

CENTS line for ad in THE 
10 GBRbR Aas, Bee 


I Ne = GUIDE, Baw Market, N.J. A 

card request will will bring sample co copy. 

A NY perso n advertising in in PRINTERS’ INK to 

= amount of $10 or more is entitled to re- 
ptr ae ee for one year. — 


te ay bahay Circkation & 2.250 mon 
Wi Pease & METLAR, New Brunswick, aa 


A Ng eg 
m , circulation co 
rate 20 cents a line. Forms close the 2th. "Ask 
your about . ee 


HOLESALERS’ ’ AND RETAILERS’ RE- 

VIEW, isco, covers wine, beer 

and spirit trade of entire est and Onent. It 
creates a demand. Write White for rates. 


Ty TAL, sehen, Sosten, bes o seamen 


other Aaland papers are rated at less than 
Dose by the American ewspaper Directory. 


NLY >, puny pape! insertion in ire 
eg, rs, located most 

New York, New ge 1 thang 

UNION PRINTING ton CO.. 15 Vandewater St., N. Y. 


LANT your ad in the POST. Tt reac’ 

thousand readers the wealthy v he 4 
outness Case orang week. A Bay < is 
play; Scents a line, reading. POST, Middleburg, 


$1 0% WILL pay for ® Sve sae navyapooment 

4 sonapapenns Ca erat CAs NEwePeres 
TRIO 10 Spruce St Ne talogu' 
application. 100,000 circulati cheeniations sx ang 
50, 000 QAR Tee? rage ae 
FINDER nth. Pat vertiven - 
every mon’ 
order firms. 

eo you are - ae 


i ge the sample. and rates 
THE PATHFINDER, Washington’ b. 


are advertising do not 
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FINANCIAL, 

ROFITABLE investment shares at 50 cents of 

the ACTIVE GOLD MINING CO.,Cincinnati, O. 
—— ee 





PREMIUMS, 
ELIABLE goods are trade builders. Thou- 
sands of ve premiums suitable for 


publishers and others from the foremost makers 
and wholesale dealers in jewelry and kindred 
lines. 500-page list price lustrated catalo; poe, 
pone annually, 3ist issue now ready; 
MYERS . 0., 46w, jotting lame, NY. 





PUBLISHING BUSINESS OPPORTUNI- 


pera of out of door sports, stream and 
An concen we yt sseene —— 
to build great publication nable chea 
| ee yenuired. EMERSON P. HARRIS, 
oadway, New York. 


UBLISHERS wishing to locate in New York 
can buy safe, conservative publishing busi- 
nesses by consu’ e. Ifyou want to live in 
one of the most remarkable cities in the world 
one build for =e a aes od a 
d pro ny aid you a large 

of all the Foe publications qo F 

op- 


nds, I am coneteaety 3 | ae 





rtunities requiring id i 
vestments My extensive amg +a been built 
™m I have every 





incentlve to study and i our interests. 
Call or write. EMERSON P. HARRIS, 253 Broad- 
way, New York City. 


aaa 
ADVERTISEMENT CONSTRUCTORS. 


Be LIFTER eavetrocts advertising. 
Scofield Bldg., Cleveland, ¢ 


10 GOOD ads for a grocesy st 
catchy sayings for $1. Ait. PUB. CO, 
Toronto, Can. 


DVERTISEMENTS, book! booklets, folders, written 
and printed. GEO. W. WAGENSELLER, 
Middieburg, Pennsylvania. — 


DVERTISEMENTS and c and cuts, new daily. Re- 
tailers and bankers should use the 
Moderate prices. ART LEAGUE, mre York. 


ENRY FERRIS, mark, 
918-920 Drexel Building, Phitadeipi 
Adwriter. Gimbel, V p 


M doing good work for habordachere. I 

é know how to talk to men. bay me. A. 

OWEN - 919 E. Capitol 8t., Washing- 
in, D. 


END re data and size of 8 meee and I'll write 
you a sample ad and quote prices for doing 
‘our work by single ad or week. CLARENC 
% Ow OWEN, Hudson, Mich. 


OANSTON, of Printers Ink Press, does all 
e kinds of printi ee to-date style. He 








writes bet people. Address 
W JOHNSTON. & re Rose st, New York. 
A ADWRITING. 
JED SCARBORO, 
0574 Halse 


Brooklyn, any York. 


) Obey’ you have all the business you want. 

the eae? —— is a necessity. Shal 
we mail booklet, “ Shavi! From an Ad-Shop,” 
telling aon. ) THE "h SHOP, 69 Jefferson 
Ave., sera City Heights, N. N.J. 


a good d article to sell; you want 
a aave ising to sell it. That's the kind 


I write. 
eames 5 THOMPSON, 
o. American 8t., Phila. 


$1 OFFER-— sates inal column Gloplay 04 
set in type and electrotyped fro 
your copy. et eae ney with order. 
HENRY test Adsette 
97 Reade 8t., New York. 
Y ing ae that 3 WRITING ADS—bold, fetch- 
ve p' 
ond trade ie journal advertising. “Lalso 
and write booklets, circulars, etc. Have 





oa nm some pretty catchy advertising jingles, 
too, and should like to write a few more. you 
want anything in my line ! If so let us get our 
Bente together. DICK TAYLOR, Box 137, Scran- 


P PERSISTENT PUBLICITY, 
PROPERLY PREPARED, 
PROVES PROFITABLE. 
POSTAL PROCURE! * Spee teapenaes 
257 Atlantic Ave., Boston, Mass. 


DWRITEKS and designers should use this 

y mpen oF to increase their business. The 
price is o ~ 10 cents a line, being the cheapest 
of any medium published considering circula- 
—_ and influence. A number of the most suc- 


through persistent use of this Cy They 
— smail and kept at it. You y do like- 

Address orders, PRINTERS INK 1 10 Spruce 
Bt o New York. 


cA ADS attractive, pointed, te 
= in bright and rtrd verse. 
ng, rolling, rousin; ymes, 
M eet be aie 


i 
That’ the class of work done by * ACK THE 
JINGLER® ” 10 Spruce 8t., New York City 


I PREPARE otveting literature of all kinds 
and ae te and execute plans for marketing 
goods. work is not cheap. In fact, it’s 

rather hiok priced—but | put time, thought and 

<seaeenee enough into it to produce what every 
vertiser is looking for—results. *% 

PRINTERS’ InK of June 10th for a description of 

some of my methods. 

Send for my booklet, “SELLING MORE 

GOoDs.” 


"EDMUND BARTLETT, 
Advertisin; Specialist, 
Am. Tract Bidg., New York. 


ORRESPONDENCE invited from business 
men desiring assistance in their advertising 
—preferably from keen, earnest advertisers who 
are prepared to give their advertisement writer 
sym etic co-operation and to pay a proper 
price for le work. 

Ample references can be given to clients in 
many lines of business, in almost any State east 
ofthe ein Pet th dersigned is the ha 

e spec: of the undersign is the hand- 
ling of advertisin on yearly contract, the prep- 
aration of effective copy and the devising of 

ways and means for securing the most publicity 
from a ppecned appropriation being the ser- 
vices undertake’ 
Loui 8 'G. QUACKENBUSH 
French- Bennett Building, Oneida, N. Y. 


THK NEXT TIME 

—the very next time you find yourself won- 

dering if it might not pay 3 you to get out some- 

thing new on Ad sing “Something ’’), why 
not write me 

Imake Catalogues Booklets, Fries idste. Fold- 

ers, Circulars, ling Cards and 8, Circular 

Letters in Se 








I take the entire work of all s ch things off 
your hands, lneinging the “writing-up” of the 

subject mat! ter, often from the ver: commis mem- 
oranda of the man who actually joes not know 
“ just what he does want.” When I scent possi- 
ble business in fh send by mail a gener- 
bilities. A pos- 
tal card sent me in this connection 1s a form of 
thrift that seldom recures rec 710) 5 la from 

FRA pe I. MA 
23. 402 Sansom 8t., Philadelphi 


ae. ORDER Tae, ADVERT IAING— Bow is the time 
4 y for fall. The experienced. ad- 
pom af - s his plans for next season’s efforts 
he gummer months, and that is the cor- 
for you to pursue. If your business 
aid 1. ay as well jast year as you expected it 
would, let me try to discover the fault and sug- 
gest a remed If you intend to start a mail or 
fer business next fall let me do your work now 
pa | the winter months you should be 
nmoney. If you want to start in the 
mail o order business but don’t know just what 
line to take up, write me ; it isa part of my busi- 
ness to sell schemes of my own planning. oe 
only recommendation is the successful work | 
have done for the leading American and British 
mail order concerns. If this is sufficient recom- 
mendation for you, then corres with mere 
garding any ads, booklets or follow- up letters 
you may want written, whether for medical, 
merchandise, agents’ or scheme business. Ad. 
dress EUGENE KATZ, 504 Boyce Bldg., Chicago. 




















nu~- o> & =—o 
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Some “funny” advertisements are e 
about  Sagink as the back of a hack.— CANADA. 

hite’s Sayings. ANADIAN ADVERTISING is best done by THE 
path ce_actho sie U DESBARATS ADVERTISING AG'Y, Montreal. 





THE merchant — pad - up-to- 
date stock must have goods which are} “ ” 4 
advertised, and none know this better The New Unk the Link” Puzzle 
than the patrons of an establishment.— 
Progressive Advertiser. 








Displayed Advertisements. 


20 cents a line; $49 a page; 25 per cent The 


{ sy ‘ most fascinating brain teaser ever in- 
extra for specified position—tf granted. vented. If you haven't tried it send 10 > 
Must be handed in one week in advance, at once for attractively 





samples. 
You won’t regret it. Jobbe rs and whole. 
salers write for =. ALLEY MFG. 


New York Dramatic Mirror, _°-"" 


121 W. 42d St., N. Y. Established sevtad IN the great corset factory Of 
Reaches weekly every manager, actor, act 
theatrical employes aid the great theatre Toving | | Strouse, Adler & Co., 78 to 84 Olive 
pablic in in raz a7 Sewn having pane Bl yd St., New Haven, Conn., more than 
e line of represen! ive com 
mercial a De ‘running in Tus | fifteen hundred hands are employed, 
ploy 


MinkOR. Rates and sample copies on request. | and one of these—Robert A. Engel 
ILLUSTRATE iby, name—under date of June II, 1903, 


writes to the Ripans Chemical Com- 


our 
ee log (sixth edi. edi- | pany as follows : 
collection of half. tone and 

cae dor aheorteins For the last sixteen years 1 have conducted 


and illustrating. urpores |an emergency cabinet in this factory. It is 
in the >. nea ‘pean | supplied with standard medicines for internal 

Sud-| and external use, the expense being paid by a 
small contribution from a limited number of 
the employees. When others have need they 
TO THE pay the cost of the medicine required. I have 


7 ICH MON D tried a great many kinds of medicines in tab- 

let, powder and liquid form, and can truthfully 

TIME S -DISPA T c HE say that Ripans Tabules, for all stomach 

for togiven bith a bi her ¢ gr circulation troubles, are superior to all others I have used. 
rating is ACCO to any other aagneon: aEes 


DAILY PRINTED IN VIRGINIA 























bury Street, i. 





It is claimed for Ripans 
— that they are the most 








TO THE 


from 
cured by their use. So gen- 
erally 4 diseases originate 
from the stomach it be safely asse: there 
Published at BUFFALO, the American ane — ot a ith that “= uot be bene- 
or cu © occasional use 0 ps 
Newspaper Directory for 1903 gives a Tabules. y eee x Ant pa . 


much higher circulation rating than is highly of Ghzeistens druggists sell thom. The 














accorded to any other daily paper in || five-cent package is enough for an ordinary 
New York State published outside of the || fa py ba (=F, — mil le, sixty conte, con- 

: 4 ins a household su ‘or a year. One gen- 
City of New York. erally gives relief wi Y ewenty mall minutes. 














S Geo 2. Bowell: erGoatt 


ADVERTISING AGENTS. 


Writing, Printing, Placing and _ Illustrating 
of Advertisements. 








Taking Care of all Mechanical and Technical 
Details Without Extra Cost to Advertisers. 


10 Spruce St., - -©- ©= # «@ New York. 
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GOOD TIME-NOW 


If you think of buying a newspaper isn’t 
now a good time to do it?. Business is 
good, and advertising and circulation are 
both easy to get. A paper well built up 
in both departments now will stand like a 
rock through good times and bad times. 
I have some first-class properties listed. 
They are not calamities which are offered 
to you because no one else can make them 
pay, but are good profitable properties 
that the owners offer for sale for reasons 

that will satisfy you as they have me that 
the reason for selling is good in each case. 
One of them is an Eastern daily, master of 
its field, paying its owner nearly $15 000 
cash each year, that can be bought right. 
Cash to the amount of $40,000 or $50,000 
will handle it,and the paper will take care 
of the balancé—and of the purchaser also. 
This paper is not on the market, but it can 
be had by the right man if he has the 
money. If you are the man and can show 
the money I will tell you all about it. 





C. M. PALMER, Newspaper Broker, 


115 Dearborn St., 253 Broadway, 
Chicago. New York. 














OUR EXCLUSIVE 
FIELD, 


Southeastern Pennsylvania 


100,000 INHABITANTS, 














in one of the richest and most pros- 
perous sections of the’ Keystorie 
State. 

1,000 Industrial Establishments 
employing 20,000 employees, 
whose aggregate wages exceed 
$9,000,000 in a single year. 


THE 
Chester : Times, 


has more than twice the circulation 
of any other (hester daily and 
covers this field thoroughly. Write 
for rates and other information. 


CHESTER TIMES, 
WALLACE & SPROUL, - - Pubs. 
CHAS. R. LONG, Business Manager. 


F. R. NORTHRUP, 220 Broadway, 
New York Representative. 

















The Most Popular Jewish Daily. 


DAILY 


JEWISH 
HERALD 


Established 1887. 





Largest Circulation 


Reaches more homes ton « Fm 
newspaper, therefore the vertis- 
ing pre wal 


The Volksadvocat 


Weekly. 


The only weekly promoting light and 
bnowledege among the Jews in America. 


M. & G. MINTZ, 


PROPRIETORS, 
i) 132 Canal St., New York. 


TELEPHONE, 966 FRANKLIN. 











CR 
WHEN ' 


a strong Republican two-cent 
evening paper like 


The Jersey City 


Evening Journal 


has far the largest circulation 
in a Democratic stronghold 
that means something that 
shrewd advertisers appreciate. 





DAILY AVERAGE CIRCULATION : 


1899—14, 486. 1900—15, 106, 
1901—15,891. 1902—17,532. 


1I903—1 8,460 


A HOME, Not a Street 
Circulation. 
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« Journalism of Action” lan a Class 


For several yearsthe subscri ll list of 
each wing This 


paper has been = = 
erie te tases Seek 2 |||] By Itself. 


Let us tell you about =. R 
Good adverti btain for their iti i 
se ners ae ARERR Sr ages That’s the position occupied 


Over 200,000 Religious Homes 
nivarsccoairanmc"" |! The Corman 



























Daily Gazette 


At least 50,000 Germans 
read it daily and read no other, 


USINESS 
8 RINGERS 




















PUT THEM ON YOUR LIST. 





Age, Years. PHILADELPHIA. 

44 The Sunday-School Times because they cannot master 
4 a cnet teeny the English language. 
55 The Christian Standard Advertising rates on appli- 
22 Baptist Commonwealth nse a 
82 TheE Recorder : 
$e iRg een Fartrester The Philadelphia 

We Shall Be Pleased To Hear From You. Cerman Cazette, 

THE RELIGIOUS PRESS ASSOCIATION, 


924 Arch Street. 




















901-902 Witherspoon Bldg., Philad’a, Pa. 

















REACHES THE MASSES 










Shrewd advertisers know that the 
reaches the masses brings best returns 


The Salt Lake 


TELEGRAM 


is read es masses in UTAH, IDAHO, NEVADA and 
WYOMING. The Telegram has the largest average 
evening circulation of any daily published in the above- 
named States. The Telegram isthe only 3-cent paper 
published in Utah. 


parer which 
or the money. 







S. C. Beckwith Special Agency, 


TRIBUNE BUILDING, | NEW YORK. 
H, M. FORD, 1151 Marquette Building, Chicago. 
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ORDERING GOODS 
BY MAIL oO Oo 











is the farmer’s means of getting what he wants ; 
without traveling to town and paying a big price . 
for it. Mail order journals and the rural delivery i 
make this easy for him. 4 


If you advertised in THE ELLIS 
PAPERS THAT PAY with their total 
circulation of 2,075,000 you would 
get the business of 10,000,000 
buyers. 


The greatest mail order houses are profitably using our 
advertising columns. The following letter is a specimen of the 
universal testimony : 


CHICAGO, March 21, 1903. 
Mr. W. J. KenNepy, Adv. Mgr. The C. E. Ellis Co., 112 
Dearborn St., Chicago, III. 

Dear Sir :—We have used the ‘‘ ELLIS PAPERS THAT 
PAY” for our mail order watch business for years. This in it- 
self speaks volumes, as we undoubtedly have, from long experi- 
ence, one of the most careful checking systems on returns in the 
business. Under the circumstances, we feel disposed to simply 
say, in justice to our satisfactory and pleasant business relations 
with the said publications, that they have ‘‘ made good.’’ Our 
agents (Nelson Chesman & Co.) will tell you that your orders 
come to you each month without any particular solicitation. 

Very truly yours, 
Per M. C, Farber, Mgr. THE DIAMOND JEWELRY Co. 


If you have an article that appeals to the great middle 
class, you cannot afford to remain out of THE ELLIS PAPERS. 


See 
These are THE ELLIS PAPERS THAT PAY: 
Circulation Rate per line 
The Paragon Monthly - - ~- 400,000 $1.50 
The Home Monthly - - ~- 400,000 1.50 
Metropolitan and Rural gs - 500,000 2.00 
The Gentlewoman : - 400,000 1.50 
Park's Floral Magazine - ~- 375,000 1.25 
Total, e224 2,075,000 








THE C. E. ELLIS COMPANY, 


713-718 Temple Court Building, 112-114 Dearborn Street, 
NEW YORK. CHICAGO. 








PRINTERS’ INK. 


till on Dec 








Hinton, W. Va., June to, 1903. 
Printers Ink Fonson, New York, N. Y.: 

Dear Str—Please ship us by C. & O. freight a woo-lb. keg of your 
news ink, same as last. Your int is good enough for me, and costs 
ahout fifty (52 °/,) per cent (ess than other houses charge. 

Yours truly, Hinton Dairy News. 
J. W. Graham, Mgr. 








When I first offered news ink at 4 cents a lb. in 500- 
lb. barrels and 5 cents a Ib. in 100-lb. kegs my competi- 
tors termed it coal oil and soot, or molasses and mud, 
and predicted dire disaster for me if I continued sell- 
ing at those prices. I am now entering my tenth year 
in the business, and have escaped the sheriff so far. I 
have built up a trade of ten thousand customers, located 
in all parts of the world, who thought enough of my 
goods to send over one hundred thousand orders, each 
accompanied by the cash. You can imagine the snap 
enjoyed by the old-line ink houses, who received from 
ten cents to twenty-five cents a pound for their news 
ink when raw materials were fifty per cent lower than 
they are to-day. Do you blame them for feeling sore ? 
My job inks are the finest in the land, and are sold at 
one dollar a lb., or 25 cents a 4%-lb. can. My terms 
are alike to all: Cash with order. When the purchaser 
feels that he is not satisfied, his money is refunded, 
also the transportation charges. Send for my new book, 
containing valuable information for the press-room. 











ADDRESS 


PRINTERS INK JONSON 
17 Spruce St. New York 
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CLIPPED AND PASTED. 


“So, you are behind in your literary 


“Yes! To tell the truth, _I’m_ two 
novels now behind my advertising man.” 

napshots. ’ 

“Have you heard why Wrighton’s 
new novel is so popular with the ladies?” 

“Because there is a thrill in every 
ocr. ‘ . 

“No. cause it has 489 pages, re- 
duced from .500.’’—/udge. 


Moruer: “Johnny, how is it you stood 
so much lower in your studies in Jan- 
wary than you did in ber?” 

Johnny: “I don’t know, mother, un- 

s it is because everything is marked 
down after the holidays.”—Ram’s Horn. 


Downton—“What a queer old city 
Philadelphia is, to be sure?” 

Upton—‘“‘What have you struck now?” 

Downton—“I have just heard that the 
Mewspaper which gas made the most 
money over there is noted for telling 
the truth.”—New York Weekly. 


“Barcatns in Thermometers!” the en- 
terprising merchant’s advertisement ran. 
“We purchased our stock last winter 
when thermometers were extremely low. 
Buy now! They are going up! und 
to be higher and higher as the season 
advances!”—Browning’s Magazine. 


Lost, Strayed or Stolen—From my 
shed, on the 21st inst., a ninety-six-foot 
air ship, No. “M. 649”; wings dark 

een; eighty horse power motor. A 
iberal reward will be paid for capture 
or return of same in good condition. 
Windsor M. Ayres, 427 Ether terrace.— 
tnicago Record-Herald. 


A pIscouraGEp editor, in a fit of des- 
eration, dashed off the following: 
*The wind bloweth, the water fioweth, 
the farmer soweth, the subscriber oweth, 
and the Lord knoweth that we are in 
need of our dues. So come a-runnin’, 
ere we go gunnin’! This thing of dun- 
fiin’ gives us the blues.—Ex. 


“James, my son, take this letter to the 
postoffice and pay the postage on it.” 
The bov James returned after an ab- 
sence of some few minutes, highly elat- 
. and said: X 
“Father, I seed a iot of men putting 
letters in a little place and when no 
one was looking I slipped in yours for 
nothing.”—Ram’s Horn. 


pinata need a poy in our bakery, 


Fritz—“Vell, advertise for one mit 
good lun alretty.”” 
oo Vot does he need gaot lungs 
Fritz—“Vat does he need dem for? 
Vv. to blow up der doughnuts, you 
idiot."—From the Chicago News. 


A SIx-YEAR-OLD heard that a baby had 
afrived next door. He visited the house 
shortly after to investigate matters. 

I understand that you have a baby 
here, volunteered Young America, strut- 
ting up to the father, boldly. 

Yes, Willie, she came from a big store 
in Bangor, and we are all very happy. 

Say, tell us, mister, how many yellow 
trading stamps did yer get? queried 
Willie, earnestly. —Ex. 


Tuls is an advertisement published in 
a contemporary. — = 

“Firms which intend to enter intowdi- — 
rect connection with a very capable 
hired embroiderer, dwelling quite near 
at hand, of Plauen, Saxony, undergoing 
tound of manufacturers and thus to 
spare much money, are entreated to 
lay down the address, with terms, to, 
etc.”"—London Globe. 


_A MERCHANT ‘in one of our northern 

cities lately put an advertisement in a 
paper headed: 

“Boy wanted!” 

The next morning he found a band- 
box on his door step, with this inserip- 
tion on the top: 

“How will this one answer?” 

On opening it he found a nice, fat, 
chubby-looking specimen of the article 
he wanted, warmly done up in flannel,— 
Spare Moments. 


Here are a few specimens of queer 
advertisements collected from different 
apers: 

“Bulldog for sale, will eat anything; 
very fond of children.” 

_‘“Wanted—A boy to be partly out- 
side and partly behind the counter.” 
“Widow in comfortable circumstances 
wishes to marry two sons.” 

“Annual sale now on; don’t go else 
where to be cheated; come in here.” 

“A lady wants to sell her piano as 
she is going abroad in a strong iron 
frame.” 

“‘Wanted—By a respectable girl, her 
passage to New York; willing to take 
care of children_and a good sailor.” 

“‘Lost—Near Highgate archway, an 
umbrella belonging to a gentleman with 
a bent rib and bone handle.” 

“Mr. Brown, Furrier, begs to an- 
nounce that he will make up wns, 
capes, etc., for ladies out of their own 
skin.” —Club Woman, 


A MAN who answered advertisements 
in cheap “story papers” has had some 
ee experiences, says an €X- 
change. e learned that by sending 
$1 to a Yankee he could get a cure for 
drunkenness. Sure enough he did. It 
was to “take the pledge and keep it.” 
Later on he sent 50 2-cent stamps to 
find out how to raise turnips success- 
fully. He found out—“Just take hold 
of the tops and pull.” Being young, 
he wished to marry, and sent 34 1-cent 
stamps to a Chicago firm for informa- 
tion as to how to make an impression. 
When the answe$. came it read, “Sit 
down on a pan of: dough.” It was a 
little rough, but he was a patient man 
and thought he would yet succeed. Next 
advertisement he answered read, “How 
to double your money in six montis.” 
He was told to convert his money into 
bills, “fold them” and he would see 
his money doubled. Next he sent for 
twelve useful household articles and he 
got “a package. of needles.” He was 
slow to learn, so’ he sent $1 to find out 
“How to get rich.” “Work tike ‘the 
devil and never spend a_ cent.” And 
that stopped him, but his brother wrote 
to find out how to write a letter with- 
out pen or ink. He was told to “use 
a lead pencil.” He paid $1 to learn how 
to live without work, and was told on a 
postal. card to “Fish for suckers as we 
do,” —Ex. 








